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fashions 


A feature you'll quickly detect in 
looking over our fall line is its reflec- 
tion of the “surface-interest” devel- 
oped as the outstanding fashion note 
for fall. Thus tweeds and other 
rough surface woolens supply the 
fashion reason for the dominance of 
tailored types in fall footwear. We 
remind you, however, that our inter- 
est in Tweedies is more than surface- 
deep. There are actually many valu- 
able features in Tweedies construc- 
tion about which we say nothing. 
But one thing we do want to empha- 
size: we go to great lengths each 
season to maintain the superior fit- 
ting qualities of Tweedies. So “Fit- 
ting Fall Fashions” very accurately 
labels our new line. Tweedie Foot- 
wear Corporation, Jefferson City, 
Mo., Shoemakers since 1874° 
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ONNIE MACK DAY in North 

Brookfield, Mass., marked the 
return of two of its great citizens— 
Connie Mack of the Philadelphia 
Athletics, and George M. Cohan, the 
Star-Spangled thespian. 

Proud as punch is the Quabaug 
Rubber Company’s baseball team 
for the Armortreds walked to vic- 
tory over the Athletics—9 to 5, and 
it wasn’t just a complimentary game 
for the home folks to win in a walk, 





Ne WE PLAY BALL | 


Ys 
but a bang-up baseball game, with 
Connie and George. officiating. 

Not only the town of North 
Brookfield but the State of Massa- 
chusetts joined in the festivities. 
North Brookfield is a famous old 
shoe town. George M. Cohan 
wrote his first song, as a boy of 14, 
under the inspiration of the great 
Professor Amassa Walker. Thé 
refrain ran: 

“I walk and bow, I’m walking now 
For I am the celebrated Mr. 
Walker.” 

Old-timers in the shoe industry 
will remember T. and E. Batcheller 
and Company, later to become E. 
and A. H. Batcheller and Company, 
for years the largest manufacturers 





of boots and shoes in the world. 
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Without telling in detail the story 
of a success that made “Batcheller’s 
Retail Brogans” famous, it is inter- 
esting to note that the business 
started in the little cottage of Tyler 
Batcheller and that he lived in the 
rear of his shop. He later moved 
to the site now occupied by the 
Quabaug Rubber Company, whose 
present plant is largely that of the 
E. and A. H. Batcheller firm. 
* * * 
erg SCHADEN, manager 
of the Calf Division of the 
Eagle-Ottawa Leather Company, 
heralds a new and better day for 
management and workers because 
of the success of a series of good 
fellowship parties held in White- 
hall, Mich. 
It all started three months ago 
with the organization of basketball 














and baseball teams and the July 
employees’ party, attended by 400, 
was a remarkable turnout, when 
you realize that the total population 
of Whitehall is but 1300. 

One of the interesting features 
was the evident enjoyment of Julian 
Hatton, vice-president of the com- 
pany, in participating in a square 
dance. The friendly attitude of the 


tade 


men and women of the tannery for 
Mr. Hatton was most marked. Keno 
occupied all of an hour, the winners 
receiving a prize in the form of a 
bag of groceries. Below the first 
floor where the games and dancing 
took place, there was a right merry 
tavern for refreshments. 
* * * 
EORGE MILLER, president of 
I. Miller & Sons, Inc. and also 
president of the Shoe Fashion 
Guild of America, says: 
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“Orders taken for Fall shoes by 
many manufacturers in this area 
have shown a decided improvement 
over last year’s orders.” 

He believes that several factors 
have caused this increased business. 
Production for the Spring season of 
1934 was far ahead of 1933. This 
production was evidently war- 
ranted, according to Mr. Miller, 
because reports from all over the 
country show, in a general way, 
that consumer consumption kept 
pace with this increased production 
of manufacturers. 

Mr. Miller, speaking as a retailer 
as well as a manufacturer, says that 
retailers have been so much en- 
couraged by their volume ex- 











perience this year to date that the 
orders placed for Fall delivery are 
much larger and show that retailers 
anticipate a continued increase in 
this volume this Fall. 

The movement of “dating the sea- 
son” is also affecting manufacturers 
in a satisfactory manner. Most 
quality manufacturing — establish- 
ments are now in the position of 
not being able to make deliveries 
on Fall merchandise until the latter 
part of August. Factory produc- 
tion has been advanced by this con- 
centrated showing. The June pro- 
duction figures in proportion to the 
year to date figure was greater than 
it has been for years. 

There is also, Mr. Miller finds, 
a decided revival of customer inter- 
est in better shoes, and he believes 
that if the retailers of this merchan- 
dise promote it intelligently and 
aggressively for Fall, they will cap- 
italize on the American woman’s 
increasing desire to wear more dis- 


tinctive and finer shoes. 
* * * 


F. MANSUR, of the Arm- 
+ strong Cork and Insulation 
Company, is authority for the state- 
ment that wearers of cork-soled 
beach sandals positively cannot 
walk on water—not even those 
whose sandals are soled with Arm- 
strong cork. 
The rumor originated in Wash- 
ington, D. C., about the time Con- 
gress went home and the tempera- 





CORKS “THEY SAY You 
WALK ON 
SANT p- CAM WATER —€ 





ture went up. People’s spirits were 
at low ebb, we gather, until a tiny 
tot chaperoning her mother on a 
shopping tour, spied a goodly 
array of these sandals in a conspic- 
uous showcase. Thereupon she 
piped (and we are now quoting the 
Washington Post) : 

“You can walk on water with 
those.” 

The result of this timely remark 
was that people throughout the 
store came clamoring to see this 
aquatic footwear. Furthermore, 
people phoned in from outside ask- 
ing about it—“incredulous people,” 
the Post calls them, “and no end of 
them came to be disillusioned and 
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“WAKE-UP, 
CAPITAL!” 











—The great industrial laboratories through- 
out the world have been constantly 
developing new things for human use 
during the past two or three years. 

—But the production of these things in 
such quantity as to prove of social and 
commercial importance and profit, has 
been prevented by the unwillingness of 
Capital to venture into, new fields. 

—tThis is unfortunate indeed, because the 
introduction of new things has invari- 
ably opened up new fields of employ- 
ment to large numbers of people. 

—The creation of new wants means the 
creation of new jobs. 

—American business is definitely alert 
today on the creative side, but sadly 
remiss on the side of financing and 
distribution. 

—'"'Wake Up, Capital!" might be a de- 
sirable slogan for the coming Fall season. 


eae 


President. 





laugh at themselves, stayed to buy 
sandals.” 

So what? Well, our guess is 
that the store in question has man- 
aged to acquire title to one of those 
publicity managers who doesn’t 
overlook bets. Anyway, this one 
clicked. 

* * * 
OGER A. SELBY, president of 
the Selby Shoe Company, in- 
jured his leg rather badly when the 
horse he was riding stepped into a 
hole, fell and rolled on Mr. Selby. 

Perhaps that is one of the rea- 
sons why Mr. Selby purchased a 
small cruiser and starts on his first 
voyage via waterways to New York 
on a business trip. 

But don’t take it from this news 
that he has deserted his horses, for 
he is internationally known as a 
breeder of fine Arabian horses and 
his stable has the finest mounts in 
the world. 

* * * 
H. MOULTON, president of 
- the International Shoe Com- 
pany, St. Louis, Mo., in his state- 
ment to stockholders, said: 
“International Shoe Company’s 


statement for the six months ended 
May 31, 1934, shows net income of 
$4,860,353, compared with $3,114,- 
672 for the corresponding period 
last year. Earnings per share of 
common were $1.45 for the six 
months compared with $0.84 for the 
first half of last year. 

“Net sales for the period 
amounted to $37,784,503 against 
$27,422,524 for the same period in 
1933. This increased volume is due 
partially to prices higher than 
those of a year ago, as well as to a 
substantial increase in the number 
of pairs sold. Subsidiary plants 
produced materials amounting to 
$19,793,871 which, combined with 
our sales, made a total business 
transacted of $57,578,374 for the 
first half of this year. 

“Gratifying results for the period 
may be attributed largely to the 
high rate of production which has 
been maintained steadily through- 
out the period. The larger produc- 
tion of shoes has been necessary not 
only because of increased sales, but 
in order to build up our stocks of 
manufactured merchandise above 
the low quantity on hand at the first 
of the year, and at the same time 
anticipate the seasonal demands of 
the Summer and early Fall. 

“The company maintains its 
strong financial position and, 
through its adherence to high 
standards of quality, enjoys the 
increasing good-will and confidence 


of its customers.” 
* * 








ILL DEWITT of the Shoe Form 

Company, Inc., of Auburn, N. 
Y., has started a division known as 
“Bill DeWitt Baits,” and for you 
disciples of Izaak Walton be it 
known that he has evolved a decid- 
edly effective lure for all game fish 
—particularly large and_ small 
mouth black bass, wall eye pike 
and northern pike. 

He has taken his tough, durable 
shell-like material that he fashions 
into shoe forms and now fashions 
natural minnows in brilliant nat- 
ural colorings to give a flashing 
iridescence as a lure to gamey fish. 
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His entire collection of baits is a 
delight to the fisherman’s eye for 
they are equipped with hooks, 
swivels and spoon blades and are 
indeed something new for the fish- 
ing world. 
* * 
A N English tanner writes: 
“Every one blames the excep- 

tional spell of dry weather, and no 
doubt this is responsible in a large 
measure, for poor business. There 
are, however, other reasons, one of 
them being the rubbish which has 
been made by tanners under the 
so-called name of ‘Leather,’ which 
is sold at a price, and gives the 
wearer a very bad impression of 
the tanner’s art—but what is one to 
do. We have tanners here who are 
making leather from raw hide to 
warehouse in considerably under a 
month, selling the product at 
prices from 1/—downwards 
(mostly downwards), and this is 
the sort of rubbish people with a 
reputation have to quote against. 

“You can imagine with what 
glee the Shoe Manufacturer points 
out these wonderful lines to us, 
when we ask him to pay us 16/174, 
for a decent piece of stock. I have 
been racking my brains to find a 
solution, and frankly, without Gov- 
ernment interference, I do not see 
how anything can be done about it, 
for if we once get the Government’s 
finger in the tanner’s pie, Heaven 
only knows where the end will be. 

‘“Of one thing you may be sure 
—the trade cannot continue under 
present conditions, without losing 
a number of its members. The 
wretched part about it all is that 
no one is doing any good, except 
perhaps the Shoe Seller who bleeds 
the Shoe Manufacturer to the last 
cent, and then forgets to pass it 
on to the Shoe Buyer, although oc- 
casionally one does see shoes being 
-sold at prices which must indicate 
either a heavy loss to the people 
who bought them, or to the people 
who made them.” 


* * * 


F ITTING remarks by Ray Hopp- 
man: 

Customer entered and said he 
would like to see a pair of shoes 
that would fit his feet. So would I. 

Hear about the dealer out West 
who is stocking nothing but kanga- 
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roo leather shoes so he can have 
the jump on his competitors? 

Scotchman came in with his shoes 
worn so thin I thought he had on 
Cinderella’s glass slipper. 

He taught his son to stand on his 
head to save shoe leather. 

I’m not prepared to say what 
skins make the best shoes, but 
banana skins always make good 
slippers. 

You betcha! And it’s the passers- 
BUY we want—not tle passers-by. 





“Si WANT 
SOME SHOES 
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Sometimes when business is not 
so good I can’t help wishing that 
men had as many feet as centipedes. 

The villain hissed and curled his lip 

And cursed the hero, Taswell Toot-— 

“I wish you were a centipede 

“With pinching shoes on every foot.” 

Would you call a shoe clerk who 
is trying to force the sale of a pair 
of bedroom slippers a MULE 
driver? 

Advertising will ruin your busi- 
ness if you let your competitors do 
it all. 

And noodles, remember, can be 
used for thinking as well as for 
eating. 

A closed mind, you know, eventu- 
ally means a closed store. 

Smart fellow, that new clerk. He 
just advised a customer who said 
he thought the soles were a bit 
thick, “to put on the shoes and the 





objection would gradually wear 
away.” 

He has the right idea, Shoe Sales- 
men should be SHOER of them- 
selves. 

Hope this hatless fad doesn’t ex- 
tend to people running around in 
their bare feet. 

Excuse me now—I’ve got to go to 
a Turkish bath to get a pair of rub- 
bers. 

* * * 
IR ARTHUR KEITH of London 
—England’s greatest authority 
on orthopedics, says: 

“Thirty years ago it was not un- 
common to meet surgeons who re- 
garded flat-foot as the collapse of 
a mechanical arch—one which de- 
pended on the shape of bone and 
the strength of supporting liga- 
ments. I thought this conception, 
a vitally wrong one for men in prac- 
tice, would die with the generation 
which held it, but in this I find 
myself mistaken . Of all the 
proofs which have been furnished 
to demonstrate that the arches of 
the human foot are maintained by 
muscular action, none are so con- 
vincing or so complete as those 
provided by Dr. H. L. Dunn of the 
Medical Reserve Corps of the 
United States Army. He measured 
the height of the arch in the foot of 
soldiers under all conditions of 
health and of load; but observed 
that the arch was maintained or 
gave way according to the state and 
strength of the posture of muscles 
of the leg.” 


Shoe Merchant: "I sold several dozen pairs to this garage. It keeps up the appearance of 
activity while the mechanics are at lunch." 
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satin. 


gown. 


heel seat. 


stamping process. 


production of Cleo- 


fashion influence. 


LEISURE SLIPPERS 


To Carry the Sandal Season into the WINTER 


THis Summer’s sandal successes have paved the way 
for a big season in leisure slippers. The foot freedom, 
the colorful novelty of this year’s informal Summer 
shoes have stimulated women’s appetite for leisure foot- 
wear—types completely different from the sober shoes 
they can wear on the street. And the store that realizes 
this demand can make their slipper selling more im- 
portant than it has ever been before. 

We have never seen such attractive slippers as these 
presented in the new lines. The open toe, definitely 
accepted in all types from comfort slippers to cocktail 
models, is chiefly responsible for this new style excite- 
ment in slipper lines. And how logical it is, after all. 
For those of us who might still feel some hesitation 
about exposing our toes on the street need have no such 
inhibitions within our own four walls! 

Open toes are the big news in the leisure slipper 
showings. But their makers have learned from the ex- 
perience of the Summer season. Narrow straps and 
delicate stripping arrangements are being shown, but 
there is a definite tendency to make straps wider so 
that they will not cut into the foot that is often tired 
and sometimes swollen at the end of a day. We notice 





a tendency, too, in these new slippers to so arrange 
the straps that the little toe is covered. Few women, no 
matter how much they may go in for pedicures, are 
able to entirely avoid callouses on their “pinkie” toes. 
It is perfectly possible to design an open toe that con- 
ceals this particular portion of the foot. 

Vamp lines are high, in slippers as they are in shoes, 
and there is often the suggestion of a Colonial tongue 
in bridge slippers and d’Orsays. Heel heights in leisure 
slippers parallel the interest in lower heels evidenced 
in street shoes. A low, flat heel is important in the 
younger models and retailers expect to do well again 
with heelless scuffs. 

Colors follow the divisions of negligee styling—(1) 
pale pastels and white slippers for dyeing. These are 
shown especially in slippers intended for luxurious 
boudoir use—(2) high, intense shades like bright green, 
turquoise, royal blue, which are designed for hostess 
gowns and pajama wear—(3) the standard blacks, 
greens, blues and reds, that fit in with tailored robes for 
travel and everyday wear. 

In materials, satins lead for the first group, with the 
ribbed satin introduced last year very much with us 





The slipper at the 
top of the panel re- 
flects the Colonial 
influence in shoes. 
Plain satin com- 
bined with ribbed 


A suede and silver 
kid mule has_ its 
vamp folded back 
like flower petals. 


‘An open toe mule in 
| crinkled metallic kid 
» to complement the 
rich fabrics of the 
luxurious hostess 


Satin hostess slipper 
for tinting. Sug- 
gested in a_ light 
shade with slightly 
darker toe tip and 


The open-toe 
hostess slipper with 
contrasting dots de- 
veloped by a special 


The photograph 
shows Gertrude 
Michael in one of 
the beautiful robes 
from the Paramount 


patra. This picture 
promises to have 
an important 
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‘The open toe has arrived in slippers for indoor 
leisure, with the open-toe soft sole the 
newest development. 


Leisure slippers reflect the higher throat lines 
and the Colonial details of shoes. 


Satin is important; narrow wale corduroy new; 
metallic touches and fur trimmings indicated. 


Now that hostess gowns are more important 

than pajamas (except for the younger trade} 

the term "Hostess Slipper" is more fashion- 
right than "Pajama-Slipper." 


At the right, the velvet 
boot with white fur cuff 
takes its cue from the 
boot flurry in shoes. Lined 
and cuffed with bunny fur, 
the mule is developed in 
a new tinsel fabric. 
Sheared lambskin is new 
in boudoir scuffs, in neu- 
tral or high shades. 


again this season. Velvet is the feature fabric in the 
second. Suedes are again in the picture, non-tarnish- 
able metallic leathers are used at the higher prices, 
with fine wale corduroy or ribbed velvet a new and 
important note. In the third classification, leathers 
have the lead, as usual. A little later, the furry slip- 
pers come on the scene—a typical Christmas item, with 


sheared lambskin taking its place besides the more . 


familiar bunny furs. 
A few words about the situation in negligees should 


MONTHS 
a 


RUTH 
~ HARRINGTON 


The photograph shows 
Dorothy Lee, RKO star, 
wearing the new, soft- 
sole open-toe slipper that 
is creating much _ interest 
in the trade. This model 
is being worn by several 
cinema stars and being 
widely promoted through 
motion picture tie-ups. 


Slippers in the panel (top 
to bottom). 


Narrow wale, corduroy, a 

new not in d'O, com- 

bined with gold or silver 
kid. 


Kidskin bridge slipper, il- 

lustrating the tendency to 

higher throats and trimmed 
vamps. 


The low-heel mule in a 

perforated, tailored suede 

or kid model for the young 
girl. 


The Rabbit and the Lamb 
are catching the Christmas 
Spirit! 


Fur - trimmed models 
promise to be important 
holiday items. 


be useful to the retailer doing his Fall slipper buying. 
The hostess gown is growing more popular; the 
pajamas less so, except in the case of tailored types for 
the younger customer. This suggests that the term 
“Hostess” slipper, as applied to more formal leisure 
slippers, is more fashion-right than “Pajama” slipper. 
The new influence in negligees now, taking the place 
of the Chinese feeling so strong last year, is the Russian 
influence. This is chiefly indicated in tunic lines. Gold 
[TURN TO PAGE 61, PLEASE] 
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ln these days of “New Deals” in politics, business and 
pretty much every sort of human and social relation- 
ship, it’s interesting to turn back the pages of our 
American industrial history and re-read the chapters 
that tell of some of the original “square deals” in in- 
dustrial erganization in this country—experiments, as 
most people regarded them at the time, but experiments 
that proved to be the forerunners of at least some of 
the policies that are being put in practice today upon 
a national scale. 

It’s equally interesting to note how some of these 
early experiments in industrial relations have stood 
the test of time and the gruelling struggle of the 
last four years, which have seen so many of our ideas 
of a more or less Utopian state of things in industry 
tossed into the discard. 

When we think of the shoe industry in this particular 
connection, we are likely to think first of Endicott- 
Johnson, for that’s no new story to most of us who 
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| "GEORGE F."" JOHNSON, have heard from time to time of what was happenin 
Ppp & 
Chairman of the Board in those five “shoe towns” up the Susquehanna valley 

Who Founded "the Square Deal’ in central New York. The various developments in 





the well balanced plan of employer-employee relation- 
ships existing in this “industrial democracy,” and 
known as the Endicott-Johnson “Square Deal,” have 
been told and retold, but its interest today, and much 
of its timely significance, lies in the fact that it is in 
fact a carefully worked out plan of industrial relations, 
and as such has stood the test of depression, when so 
many so-called “welfare: schemes,” that failed to take 
into account the whole of the economic picture, were 

















He has swept away in the whirlwind. 
no om a Mostly everybody connected with the shoe business 
curves knows the basic facts of the early history of Endicott- 
Ph bed . Johnson; of the association of George F. Johnson, prac- 
and they tical shoe man, and Henry B. Endicott, Boston business 
. eae* _ man, in an attempt to salvage and reconstruct a shoe- 






straight shooter. making firm that had drifted close to the edge of dis- 
aster; of their early struggles and ultimate success, 
and then of the subsequent rapid growth and expansion 
of an industry whose greatest asset was the ability of 
these two men to think soundly, plan wisely and ex- 
ecute boldly in their separate spheres of management. 








Ir implies no disparagement of Mr. Endicott’s fine 
abilities to realize that in the phase of the corpora- 
tion’s development which had to do with its relations 
with its workers, Mr. Johnson was the master mind. 
He himself had worked at the bench and later had the 
responsibility of shop supervision. He knew from ex- 
GEORGE W. JOHNSON, perience the hardships, the grievances and the injustices 


President to which shoe workers were sometimes subject. And 
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the WORLD Over— 


CHARLES F. JOHNSON, 


General Manager 


When it comes to 
managing a_ shoe 
business, his batting 
average rates him 
among the top 
notchers. 


he had the vision to perceive that elimination of those 
of these grievances that reflected just cause for com- 
plaint could be made to serve the success of a business, 
instead of proving a handicap in competition. 

Unlike many another executive who come “up from 
ranks,” Mr. Johnson never lost his sense of the work- 
er’s viewpoint. He remained accessible to the humble 
employee and was ready at all times to hear about his 


Peace and social contentment are found 
in the "Shoe Empire" in the Susquehanna 
Valley of Central New York. Social stu- 


dents from all over the world come here to 


learn the lesson of accord, as five "shoe 


towns" make May Day a tribute to a MAN, 
a manufacturer and a FELLOW WORKER 


troubles and talk over his problems. He used his own 
brains and ingenuity to think out ways and means to 
smooth the path for the employee and help him over 
the rough places. Above all, he taught his workers 
to plan wisely in those things that had to do with 
their material well being. 

When costs of living rose to unprecedented levels 
in the post-war period, Mr. Johnson arranged for free 
medical care and hospitalization for those who were 
ill, and worked out a plan by which workers might 
buy and own their own homes, at a cost within their 
means, without being compelled to pay the almost 

_ [TURN TO PAGE 40, PLEASE] 














If Shoe Manufacturers lower their discounts 

through the Code, the very next morning 

every factory that needs business (count 

‘em) will be sharpening its pencil to work 
on a new price list. 


Down at Washington one of the popular ways of 
dealing out Fair Competition is to cut down the rate 
of discount the manufacturer may give the retailer. 
Not everyone, however, is agreed as to the “fairness” 
of this deal. Some claim it stacks the cards against 
the wrong gentleman, Mr. Prompt Payer. So let us 
investigate. 

At present writing the discount situation in the Shoe 
Manufacturers’ Code boils down to this: Discounts 
are not compulsory nor uniform, but may not exceed 
5 per cent. Time allowed for discount is 30 days with 
15 days extra for western states. No regulation as to 
prices and no effective check on dating. Legitimate 
anticipation is allowed. Interest may be charged on 
overdue accounts. 

But, unless I am mistaken, some shoe manufacturers 
have a bee in their bonnet about an attempt to reduce 
further that maximum 5 per cent discount, though 
they consider the present “an inopportune time” to 
push the matter. This is a good time, therefore, to 
review the whole question of discounts before the 
problem comes seriously to a head. 

In the first place, I contend most strongly that the 
word discount does not mean what we think it means. 
Ask any manufacturer or retailer—he will tell you the 
“cash discount” is a reward for prompt payment. That 
is absolutely incorrect. The cash discount is a penalty 
for late payment. Very different indeed. 

Consider the typical case of a manufacturer. who 
prices a shoe at $5.00 less his regular 5 per cent dis- 
count. Ask him how he arrived at that $5.00 price. 
He will tell you the materials plus the labor, over- 
head, profit and discount add up $5.00. 

In other words, the cost-plus-profit price of the shoe 
is $4.75. The 25-cent discount (5 per cent of $5.00) 
is then added on so it may be taken off. I think no 
manufacturer will disagree with that statement. It is 
a time-honored truism that “the discount is included 
in the price.” It cannot be otherwise. 
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Is the Discount 


The retailer who “takes his discount” and pays $4.75 
is simply paying the acknowledged cost of the shoe. 
That’s all. In taking the discount he is not getting 
something for nothing, nor is he receiving any reward 
for his promptness. He is just paying what the manu- 
facturer expected to get in the first place, including 
an allowance for profit. 

But how about the retailer who is “slow” and there- 
fore pays $5.00? He is paying the acknowledged cost- 
plus-profit price of the shoe, $4.75, and in addition he 
pays a 25-cent penalty for being “slow.” 

Get this straight. That 25 cents, which we call dis- 
count, is not a part of the cost or worth of the shoe. 
You may call it, if you wish, a sort of insurance pre- 
mium charged against the poorer credit risks to re- 
imburse the manufacturer for his extra losses and 
expenses incurred on those risks. 

The discount is not something the manufacturer 
deducts from the real price of the shoe; it is some- 
thing he adds on for the prompt payer to take off, or 
for the slow payer to pay as a penalty. 

Now, Mr. Manufacturer, suppose you reduce your 
discounts from 5 per cent to 2 per cent. What is the 
effect? You are simply reducing the penalty for lute 


What does the word "DISCOUNT" 
payment or a PENALTY for late 








BOOT AND SHOE RECORDER, July 28, 1934 











payment. That is something you had no intention of 
doing at all. You contemplated the change in the first 
place only because you had the wrong conception of 
what the discount really is. 

Shoe retailers would not object greatly to less dis- 
count if they thought the price would be reduced a 
like amount. They refuse to believe that will happen. 
Right or wrong, they insist a lowering of discounts is 
just one way of raising prices—by leaving the invoice 
price as it is, with less discount. 

Personally, I don’t believe shoe prices can be raised 
that way. I°ll admit they can be raised temporarily. 
But we all know shoe manufacturing is a highly com- 
petitive business. Discounts can be fixed by a Code. 
But there is no way under heaven of fixing shoe prices 
by a Code or any other kind of agreement. 

Shoes are all “different.” There is not and cannot 
be any set of standards as there can be in steel, or 
wheat, or textiles. 

Consequently, if shoe manufacturers lower their 
discounts through the Code, the very next morning 
every factory that needs business (count ’em) will be 
sharpening its pencil to work on a new price list. 
Some good-as-gold retailer will walk in and offer a 


mean? Is it a REWARD for prompt 
payment? An important distinction. 





BY 
MURRAY C. FRENCH 


nice order at prices which will net the manufacturer 
the same amount as under the old discounts. What 
will happen? You know as well as I do. 


So what? Inside of three months the manufacturers 
will be right back where they were—only worse off. 
Why? Because if they change to a 2 per cent discount 
from 5 per cent, the “slow” retailers will be paying 
them only a 10-cent penalty instead of the present 
25-cent penalty on that $4.75 shoe. 

Then the next move will be to write into the Code 
a ‘uniform 6 per cent interest on overdue accounts to 
make up for the lowered “penalty.” Theoretically, 
this interest charge may be entirely legitimate. But 
just the same, retailers hate interest-paying as they 
hate poison. Every check for interest is written with 
muttered cursings. Cursing whom? Not the Code, 
but the manufacturer, the very man who values highly 
that same dealer’s good will. 

On the other hand, retailers like the discount sys- 

[TURN TO PAGE 48, PLEASE] 
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MEN Like Their 


How Walk-Over Solved 
the Problem of Bringing 
in the "Snappy Dressers" 
by’ Building Masculine 
Windows and Creating 
"Clubby" Interiors. 


BRIGHT and GAY, 


Display Manager, New York Walk-Over Stores 


HERE’s a problem which faced the management of 
the New York City Walk-Over Stores: 

The store at the corner of Fortieth Street and Broad- 
way was not doing enough men’s business, or as much 
as the management thought it should in proportion to 
the much more substantial Walk-Over women’s busi- 
ness. They resolved to do something about it and, as 
the situation was analyzed, it was found a fairly easy 
one to solve. The store always enjoyed a good men’s 
volume in the more conservative types, but was not 
getting a great volume on the more attractive narrow 
toe custom types that Walk-Over generally features. 
Concentrating these style shoes up front in the window 
did not seem to do much good. The old bag of tricks 
was brought out, as well as many new ones invented 
for the purpose of bringing in the younger men. Yet 
too many stayed away. 

The immediate section in which this store is located 
is right in the heart of the women’s wholesale dress 
goods and millinery center. The section down Broad- 
way between Thirty-fifth and Forty-first Streets is a 
milling mass of men during most of the day. These 
are the better class of employers and salesmen con- 
nected with the needle trades industry. 

For the most part these men are well dressed, but 
their styles are considerably “faster” than what might 
be expected in locations off Broadway. 





A close survey was made by the store’s management 
of the men in this section with a view to finding out 
what they wore and where they bought their wearing 
apparel. Most of them bought their clothing and 
haberdashery right in this section. Every block has 
its better-than-average men’s apparel stores wherein 
typical “snappy” styles sold in volume. 

Styles of shoes especially designed for this trade 
did not sell in the store. The store was in the right 
location. The merchandise was styled and priced rig)tt. 
What was wrong? That was the problem. 

This store had always done a very satisfactory v»l- 
ume, but like all stores that have both men’s shves 
and women’s shoes in the one room, the women’s busi- 
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Shoe Stores MANNISH 


ness was larger, notwithstanding the situation about 
the predominance of men’s apparel in this neighbor- 
hood. 

Analyzing conditions, the management came to be- 
lieve that if these men’s specialty shops could be 
supported as well as they are by good substantial 
patronage, it would indicate and confirm the opinion 
formed by this study that men like to shop in ex- 
clusive men’s shops. 

That was no great original discovery, the store man- 
agement felt, but they, in common with numerous other 
retail shoe establishments, had gone about operating 
shoe stores on the age-old method of one side for the 


men and one side for the women, with dividers 


between. 


THE' WOMEN'S WINDOW 


Windows built alike, dressed alike and interiors 
alike, all the time being blind to the fact that men 
and women are attracted to merchandise through dif- 
ferent means and appeals. In the realization of this 
truth lay the solution to the problem. 

Commenting on the Walk-Over experience, Grover 
Cronin, display manager for the local group of Walk- 
Over stores, said: “Our job from a display viewpoint, 
to attract prospective customers to the window, seemed 
to suggest that we had better make our men’s display 
appear as though it was part of a distinctive men’s 
shop, or at least have as much appeal to the men as 
the clothing shops had in their displays. 

“It would seem like the necessity of a new back- 
ground that would have a ‘clubby’ air about it, one 
distinctively different from what we might use in the 


opposite window for the display of women’s shoes. 


“This was done. The accompanying photographs 
illustrate how entirely different the men’s and women’s 
display windows look, even though a single entrance 
is used for both. 

“The finished job was a result of this planning. It 
is interesting to note that it resulted in a very sub- 
stantial increase in the men’s business. At the same 
time, it literally forced our hand to set up a women’s 
window equally attractive, which resulted in a further 
advantage to the: business. 

“It has been said, and we firmly believe, that we have 
found the best way to merchandise men’s shoes in a 
store_that heretofore majored in women’s. This store 
front has been a pattern for us in handling the display 
of both men’s and women’s shoes in our other loca- 

[TURN TO PAGE 62, PLEASE] 
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OUTLOOK 


Getting More Shoes Sold Right 


Passing of Clearance as Bait 


AN operator of a group of low-price fashion shoe 
stores told us of the terrible condition of his business 
at the moment and the lack of public interest in his 
flashy shoes, even though they were offered at sharp 
clearance. A month ago he was the happiest man for 
he was enjoying a bulge of business that he said was 
greater than any June weeks in the history of his busi- 
ness. He enjoyed climbing the peaks but he was one 
sick man sliding into the valley. 

Any business that thinks it can serve just a small 
segment of the public represented by girls between 
the ages of 15 and 22 who want flashy shoes and plenty 
of them, at a shop girl’s price, is likely to experience 
the small thrills and the accompanying chills in busi- 
ness. For the moment his section of the public is out 
of the market. It purchased white shoes early and 
will wear none other. The girls rush from the stores 
where they work to the swimming pools or to dances 
(and who wants to dance when the thermometer is at 
100 degrees?) The business that lives on the edge of 
the sword of fashion is likely to be cut in two when 
demand ceases. 

We had occasion the same day to visit a shoe store 
that does a complete family business. It had cus- 
tomers in every department, not many it is true, but a 
continuing stream of customers needing shoes, not be- 
cause of a flash of fashion but because of wearable 
need. In the orthopedic department, where a famous 
line is sold and serviced by professional shoe fitters, 
there was actually more than an ordinary run of busi- 
ness. 


IN the first case the shoe store had nothing to offer 
nine-tenths of the public. It lived on the patronage of 
a fashionable tenth who wanted “fast shoes” and would 
take no other. In the second case, a well-balanced 
business was holding its own in a day-by-day trade 
that made of the store an institution of service to the 
community rather than a hazardous fashion venture. 
Both merchants were selling shoes under the clearance 
sign but one was overloaded with perishable “fruit” 
and the other one had shoes salable for months ahead. 

But the problem of both is a fundamental issue at 
retail today. The public is still gloriously and happily 
bargain-conscious under the banner “clearance.” One 
merchant says: “We've got to get rid of these goods.” 


He keeps lowering his prices in the hopes that they 
will move before the time comes when the public is 
no longer interested in open Summer shoes, at which 
time the remaining stock is absolutely valueless for 
this season’s sale. The well-balanced shoe store natur- 
ally does not venture “whole hog or none” with a 
complete stock for only Summer season sale. 


BUT both stores are beginning to feel that the clear- 
ance idea is ready for a flop. As storekeeping becomes 
more scientific, stocks become cleaner than they used 
to be. Stores are learning not to hold back merchan- 
dise for a clearance season but to clear as they go. 
If the public will not buy even cheap shoes in clear- 
ance and show some interest in good shoes when they 
are needed, isn’t it about time that retailing be made 
so systematic that clearance, as a bait, will be brought 
under conrol as an instrument of good retailing 
practice? 

Don’t let cheapness be confounded with service in 
footwear—they don’t go together. This is a time, of 
all times, for preaching a certain sort of gospel re- 
garding shoes, with the view of maintaining volume 
of sales and preventing any popular tendency toward 
undue and. unreasonable pinching down of shoe pur- 
chases. The gospel is simply the gospel of good shoes. 
It should be preached by the shoe merchant, in all his 
advertising and announcements, and in all his daily 
personal contact with customers. 

Preach on all variations of the general text. . Good 
shoes for HEALTH. With warm, dry feet the assaults 
of illness fail. Good shoes for WEAR, as against the 
necessary flimsiness of undue cheapness. 

Good material, well put together, is always true 
economy, true money-saving for the wearer. “Quality 
is remembered long after price is forgotten.” Good 
shoes for COMFORT; good shoes for STYLE; good 
shoes for APPEARANCE; all these considerations may 
have their place in this general gospel of quality. 

Of course, these considerations are not new; we 
are simply pointing out the special need of emphasis 
at this time, in any place where there appears to be 
any tendency on the part of the buying public to cheat 
itself, as it often has done, by seeking footwear that is 
too cheap to be good, in a mistaken zeal for economy. 
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THE “ALPINE” 


eA 7 
by CHET OO Kok My e Ce 


¢ 


Quality, excellent craftsmanship, and fine styling, are 
synonymous with the fame of Julian & Kokenge. An 
example of the stylist's art is illustrated in the shoe, 
where black crushed calf—a bright Pelican grain—is used 
with Jill Jetta, a smooth light weight calf with a beautiful 
sheen. 


These style leathers lend beauty to the artistry of the pattern. 


Their mellow texture, depth of color, and shape-holding character 
uphold the wearer's satisfaction, and the distributor's reputation. 


The tailored mode for fall in women's apparel finds a beautiful 
ensemble finish in footwear fashioned with Bright Pelican, or our 
crushed Sudan, Bagdad or Koran, all supplied in black and fall 
colors. 

Swatches on request. 


OHIO LEATHER COMPANY e 


watt gle 


RESULTS FROM USING OHIO’s s 


ry 


Alpine—No. 5306—welt. Ohio's 
ey Pelican Calf vamp and quarter, 
with Ohio's Black Moda (Jill Jetta) 
Calf trim. Also in Ohio's Brown 
Pelican Calf with smooth calf 
trim. Retail $8.50. 





<e 
¢c. 


GIRARD OHIO 
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RETAIL 


This is the transition 

month between Summer 
and Fall. Have you a selling 
plan mapped out for the 
month? August 5th is the 
date for Nation-Wide Fall 
Shoe Opening. Make a care- 
ful, thorough check of stocks 
to be sure you are prepared. 


2 1f you're going to market 

this month why not plan 
to send a letter to your cus- 
tomers from your hotel in the 
market city, telling about new 
lines. You can arrange with 
the hotel to use its letterhead, 
and such a letter will make a 
deep impression on your 
trade. 



















BOOT AND SHOE RECORDER, July 28, 1934 






AUGUST 


3 If you're in doubt as to what to advertise for Saturday 
selling fall back on Hosiery. It is always a reliable trade 
puller. Don't cut prices. Simply plan a strong, attention-com- 
pelling ad featuring your best selling numbers, and back it up 
with a good window display. 


4 If your Wedne-day check of stock turned up any lots you 
want to clear use them for window specials today, and name 
prices that will really tempt people to come in and buy. The 
season is about over now, and there's no use in holding out for 
a profit on shoes that have not sold well. 









6 Pay particular attention to windows this month. Make them 
as interesting as you possibly can. Arrange new displays 
today, or at least rearrange your displays so passersby won't say, 
“Well, there's nothing new here. | saw this window a week ago 
and it looks just the same." | 


Have you placed your order for house slippers yet? There's 

a gore sale for these after the first of September, if you put 
some selling effort behind the line. And have you ordered Hosiery 
in - new shades for Fall? You should have these on display this 
month. 


8 Prepare a letter to your trade telling about the new Hosiery 

colors for Fall and have it ready to go out as soon as your 
stock arrives. The immediate results may not be great, but in 
order to have a good Fall business you must make people begin 
to think about Fall now. 


9 How long since you have gone through your stock of window 
fixtures and made sure there were none that needed repair 
or refinishing? Too many stores stack their fixtures carelessly in 
a corner of the stockroom and then wonder why they're always 


needing new ones. 

10 Begin to talk about National Fall Shoe Opening in your ads 
in today's papers. The weather may still be warm but it's 

time to begin talking Fall, and there are always many customers 

who like to be first with the new styles and who will be interested 


in them. 

11 A good window special or two will help the day's sales, 
and if you advertised any new;Fall styles yesterday you 

will want to have them played up well in the windows too. Have 

you checked over your window and interior lights lately to see if © 


any of them need replacing? 

13 Give thought to your windows today, and have an attractive 
display ready for National Fall Shoe Opening, Aug. 15. Are 

you going to have new backgrounds for the Fall season. If so 

it is time you are planning for them so you will have them on 

hand when you want them about September Ist. 

14 If your mailing list has not been carefully checked within 
the last three months this should be done before you begin 

to use it for the Fall season. Make sure you have all the new 


names, and that all the deadwood has been removed. Have all 
changes of address been made? 


1 Fall shoe opening day. Send out a letter or announcement 
inviting folks in to see the new Fall styles. Why not include 

a card good for a free shine on the Saturday of the week your 
letter goes out. This will cost very little and it will certainly bring 
When does school open in your town? 


‘em inl 
16 You should put on a drive for schoot 
. shoes at least two weeks prior to the date the 
schools open. Start with a letter, then follow 
with some vigorous ads and windows. Is your 
stock of school footwear all ready to meet the 
demand? 
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Promotions Next Month Should 
Focus Public Interest on Fall 
Shoe Opening, Aug. 15. 


1 By this time you probably have enough new styles in stock 

so that today's ad for Saturday business can be devoted 
to “Advance Fall Footwear." Does your mat service provide plenty 
of suitable illustrations? If not you had better see what your 
newspaper's service has to offer. 


18 Make sure that the advertised styles are right up in the 
front of the window for today. Arrange to have all sales- 
people suggest school footwear to all customers they serve whether 
they have the children along or not. This will plant the idea 
and sales will come later. 


2 Your windows for this week should have more Fall atmosphere 

than ever. Your cards can begin to suggest New Footwear 
for Girls Going Away to School" and similar themes. If you 
are not ready to put in your new Fall backgrounds do something 
to liven up your present ones. 


21 How about sending out a letter this week on men's Fall 
footwear? By this time most men are ready for new shoes. 
The Summer footwear is showing signs of wear and all that is 
needed is a suggestion that the new Fall styles are in to bring 
buyers into the store. 


22 A good day to check stocks and invoices to see if new 
Fall purchases are coming in as rapidly as they should. 
Check the hosiery stocks carefully to see that you have all the 
sizes in the new Fall colors. Is the stockroom in a clean and 
orderly condition? 


23 An interesting display can be made for the window or for 
a table or case inside the store, playing up the new Fall 
hosiery colors. Most women don't associate the new names with 
the exact colors and will be interested in such a display. 


have suitable illustrations select one or two that show the 
most striking of the new styles and build your ad around them, 
pointing out the distinctive features of these styles. 


24 A general ad on Fall styles is in order for tonight. If you 


2 5 You ought to have a good window on School Shoes today, 

because this is the day when parents will be out in full 
force. This, with a good display of women's Fall styles ought to 
make your front interesting enough to turn shoppers into buyers. 


2 Next Monday is Labor Day. Put in the best possible 

windows of style footwear today with cards suggesting that 
folks need new Fall footwear for the Labor Day holiday. This 
is probably the week for a full window on children's school footwear. 


28 Are you going to send out a Fall styles announcement 
folder. It should go out this week or next, so you had 
better get busy and prepare it. Your local printer probably has 
some interesting ideas, supplied by paper makers. 


29 Better check stocks again today. And it is time to sit down 
and plan the most aggressive selling and advertising cam- 
paign you can devise for the month of September. If you want 
to have a BIG, successful Fall season you must get away to a big 
start and that requires PLANNING. 


30 When are you going to put your new Fall window back- 
grounds and interior displays in place? It is not too earl 
to do it now, TODAY. It will make your store more interesting 
and help you get away to a better start on Saturday. 


31 For tonight's ad you should have a real 
smashing announcement of Fall styles, 
with the suggestion that tomorrow's the day 
to buy, so folks can look-up-to-the-minute for 
Monday's holiday. And don't forget school 
shoes, and Fall hosiery in your ad! 
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DOES IT HELP 


Better than 


84,000,000 


more Goodyear Wingfoot Sole 

and Heel advertisements 

will appear in these leading 

magazines during the balance 
of the year. 


copy: 
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The Real Story of the Greely Expedition at Last . 
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AMERICA’S 
FASTEST-SELLING 
SOLE 


ee . 

‘Te Goodyear name on a 
shoe is a sign of economy—of 
extra value and extra wear!” 


Goodyear advertising has told 
that story more than eighty- 
four million times already 
this year. 


And because people have faith 
in Goodyear and what Good- 
year says, sales of Goodyear 
Wingfoot Soles have doubled 
and redoubled until they are 


America’s fastest-selling sole! 


Today, more people specify 
Goodyear Wingfoot Soles by 
name than any other sole. You 
bet they help sell shoes. 


WINGFOOT 


4 


SOLES aw HEELS 
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An unusually attractive Summer window display by 
L. Bamberger & Co., Newark, N. J. 


W 


‘@ 


Display stands of Clearod, a new transparent material 
that resembles glass but is unbreakable 


Wirr National Fall Shoe Opening only two weeks 
distant and the Fall selling season just around the 
corner, thoughtful shoe merchants are giving careful 
consideration to their Autumn promotions and to the 
kind of advertising and window displays they will use 
to bring their new season’s footwear fashions to the 
favorable attention of a public that soon will be tre- 
mendously interested in new shoes, especially if they 
are shown in new and attractive ways. 

Shoes are by no means the easiest articles of wear- 
ing apparel to display to advantage and in a way 
that will arouse the interest of the customer. One of 
the most difficult problems in connection with shoe win- 
dows arises from the form, shape and size of the mer- 
chandise itself. Shoe patterns and colors change quite 
decidedly from season to season, but nevertheless, shoes 
are shoes, and at a glance, their size, shape and general 
appearance are always approximately similar. For this 
reason shoe windows tend to have a certain sameness 
and monotony, unless careful thought is given to the 
ways in which they are shown and the necessity of 
presenting fresh and varied effects. 

Every merchant knows from his own experience that 
shoe stands and fixtures play an important part in the: 


New Trends in Display Stands 














planning of good windows, for it is by means of the 
fixtures, plateaux and display stands that the arrange- 
ment of shoes in the window is accomplished, and the 
design of the display determined. Recognition of the 
new importance of window displays in shoe selling has 
resulted in radical changes in our ideas of what window 
fixtures and display stands should be and how they 
should be used. 

Most of us can remember the wooden display stands 
and “window furniture” that were in general use in 
shoe stores up to a few years ago, when the modernistic 
type of window came into the picture and largely sup- 
planted the old style types of fixtures. For several years 
modernistic windows with their cubes, cylinders and 
rectangular plateaux dominated the shoe windows of 
many of the smartest stores. Right now, however, there 
is a tendency to look in other directions for inspiration 
and to seek something new and different that will offer 
a welcome relief from the somewhat plain and severe 
modernistic treatment of windows that was becoming 
just a bit monotonous. 

This week we illustrate some of the new ideas in dis- 
play stands that are being used in the windows of shoe 

[TURN TO PAGE 62, PLEASE] 


M. R. Lovett, of Harrisonburg, Va., designed these 
novel stands, made from rustic hickory branches 


ey rg! 
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TO WHICH YOUR PATRONS ARE “UNACCUSTOMED” 


Can the scientifically constructed, corrective shoe be 
stylish? We think so. And we feel that this new line 


of Air-O-Pedic Shoes for Women proves it. Air-O- © 


Pedics are made of the newest and most popular 
leathers. Their trimmings match or contrast with 
costume details. Their designs have a fashion time- 
liness. In a word, they overcome the old prejudices 
against staid corrective models. Air-O-Pedic Shoes, 
both for men and women, offer your customers styles 
to which they have been “unaccustomed”— and 
bring you “unaccustomed” sales. 

Air-O-Pedic Shoes are priced to retail at $6.50. 
There are still a few towns that have an opening for 
the Air-O-Pedic franchise. If you are interested in 
this profitable line of shoes, write for information to 
The Air-O-Pedic Shoe Company, Brockton, Mass. 














NINE REASONS WHY 
AIR-O-PEDICS 


WILL INCREASE YOUR PROFITS: 


Correct fit: Air-O-Pedic 
lasts allow the ball of 
the foot to fall in its 
natural position. 


2 Metatarsal arch sup- 
ported without strain. 


8 Air-O-Pedic Arch: Com- 
fortable, because it’s 
scientifically correct. 


4 Steel shank: Air-O- 
Pedic's scientifically 
designed arch is pre- 
served by a steel shank 
which will withstand a 
weight of 300 pounds. 


5 Extra ease for cuboid 
bone: Ample room here 
perfectly balances the 
weight between the 


ball and heel-treod, 
keeping the foot in a 
normal position. 


No slipping: no gap- 
ing : Air-O-Pedic Shoes 
it securely. No chafing 
and no friction to wear 
out hosiery. 


7 Non-binding vamp and 

throat line: Gives com- 
fort and relief at an 
important point of 
pressure. 


Cushioned heel rest: 
Air-O-Pedic heel rest— 
a shock-absorber at 
every step. 


9 Newest styles in all the 
wanted colors and 
materials. 








AIR-O-PEDICS 


BECAUSE THEY FIT 
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E VERY merchant selling men’s shoes should see that 
they are dramatically promoted for Fall Shoe Opening, 
August 15. 

The Fall Shoe Opening plan ties in perfectly with 
the recommendation outlined in the National Styles 
Report (Boot anp SHoE Recorper, April 21) which 
lists the reasons for believing that “the greatest oppor- 
tunity for successfully dramatizing and selling men’s 
shoes is presented for Fall and Winter, 1934-35,” and 
adds: 

“Your committee therefore suggests and urges that 
men’s shoe retailers draw the curtain on Summer styles 
with the approach of Fall, promoting on the merchan- 
dising stage the proper Fall and Winter shoes and to 
raise the curtain on this new setting of a definite Fall 
and Winter trend.” 

COLOR is a forceful factor to consider in planning 
your promotions, giving special emphasis to Burbon 
(dark), London Brown (medium), and Mexitan, an 
interesting lighter tone. Show these colors in heavier 
rugged types with appropriate swatches or suits of 
tweed or shaggy materials. Show the appropriate 
smooth-leather styles with swatches or suits of smooth 
fabrics. 

Show blacks in the same manner, combining ap- 
propriate swatches or suits and the right shoes. 

Have a group of the “rugged” sports shoes for Fall 


_ and Winter. 


Have a group of formal shoes, playing up the 
pump as the highlight for evening. 

Use small descriptive cards to get the style story of 
each shoe across fully and clearly in your displays. 
Play up the theme in your advertising for Fall Shoe 
Opening, August 15. 

Men have shown increasing style interest. Just one 
more reason why men’s shoes should be featured for 
Fall Shoe Opening. Women’s shoes should not be alone 
in this big national early fall promotion plan! 

Other points that can be dramatized are the new tex- 
tured and the heavier leathers and the “rugged” con- 
struction of Fall shoes. 

Another promotional angle is by customer types: 

Shoes favored by college types. 
Shoes favored by business men. 
Shoes favored by snappy dressers. 
Shoes favored by conservative men. 

Back up your newspaper advertising and window 
displays with good displays in the store, so that men 
coming in can see and examine the new styles easily. 


Put Mens Shoes in the 
Fall Shoe Opening, Aug. 15 
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"A MAN LOOKS AT FALL SHOES" 
(Copy for Ad Shown Below) 


"First I'll want Browns—rugged browns to wear with the 
new "shaggy" weaves in clothes. Burbon, London 
Brown or Mexitan are the smart colors in Fall shoes. 
For my darker clothes of smooth weaves blacks, in 
smooth leathers will fill the bill.. And I'll want weather- 
resisting shoes for golf. 


"For evening, my choice will be pumps.. That's my shoe 
set-up to start the Fall." 


We invite every man to take a look at our window show- 
ing of the right shoes for Fall. 








Looks at... 
Fall Shoes 


FALL SHOE OPENING 
AUGUST :15- 
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ASK FOR 
OUR FALL STYLE FOLDER 
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Picture 


BY 
RE ANDRUSS 





FALL SHOE OPENING 
AUGUST -I5- 


i 
A Man’s Guide 
for Choosing Fall Shoes. . 
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"A MAN'S GUIDE FOR CHOOSING 
FALL SHOES 
(Copy for Ad Shown Above) 


Three smart browns are ready for the biggest brown 
season we've ever had—Burbon, a dark brown; London 
Brown, a medium shade; Mexitan, an interesting lighter 
tone. These will be very smart with browns and grays 
in clothing. 


A lot of tweeds and shaggy weaves are featured for day- 
time wear—with them you'll wear the new “rugged” 
shoes, of heavier leather, and heavier built, to withstand 
fall weather. 


For sports, golf shoes of weather resisting construction 
lead the field. For formal wear, the pump gains in 
importance. 


The story of appropriate shoes for every purpose, and 
for every outfit is told in our window display for Fall 
shoe opening—Be sure to see it. 





Intensive and Intelligent Promotion Will 

Help You Cash In on What the Men's Style 

Committee Called ‘the Greatest Oppor- 

tunity for Successfully Dramatizing and 
Selling Men's Shoes" 


Give your store a Fall atmosphere, too. Let them see 
and feel that the new Fall season has arrived in your 
store. 

Have a style folder that you can give to customers 
(one that combines sports calendars is good) and also 
use as package enclosures and for mailing. It need not 
be elaborate, but it should be INFORMATIVE, carry- 
ing a story of Fall clothing and shoe styles that should 
be worn together. 

If there’s a cooperative shoe style shoe for the open- 
ing, get in on it. 


A\LSO be sure that the salesmen know all about the 
new shoes, so that they can talk intelligently about them 
with customers. 

And plan to send out invitations to your regular 
customers to come and see the new fall shoes. 

Don’t be casual or careless about your promotion. 
This Fall Shoe Opening, August 15, is a big idea, but 
it’s a new one. Your ads must make men stop, look, 
read and remember. Your displays must make eyeballs 
click and feet falter—they must be so new looking 
and so full of interest that virtually every man is 
stopped as he passes by. 

Men are more style conscious—more shoe-style con- 
scious—than ever, but there’s still a long way to go. 
Promotions that make a success of Fall Shoe Opening 
this year mean more fall shoes sold early and a definite 
increase in style appreciation among men. 

Older shoe merchants can recall the time when every 
man was a prospect for new shoes in September. The 
average man, in those days, changed to high shoes in 
the Fall just about the time he discarded his Summer 
straw hat and donned a new felt. The men’s shoe busi- 
ness was definitely and universally a two-season propo- 
sition. 

As oxfords became the year "round type of shoes 
for men, this sharp seasonal distinction was obliterated, 
and many men’s shoe sales were lost, for the simple 
reason that a man could wear the same kind of shoes 
from one season into another. The development of sport 
shoes helped to bring the men’s shoe business back to 
a truly seasonal basis. August 15 Opening can give 
seasonal selling, which everyone admits is needed for 
volume and profits, a further impetus. So every men’s 
shoe store should get behind Nation-Wide Fall Shoe 
Opening, and make it the big objective this year to sell 
every customer at least one pair of new shoes for Fall. 

Intelligent, properly planned promotion can put it 
over! 
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QUESTION—What shoes or fitting 
of shoes causes “Lumps” to appear on 
the Achilles Tendon? 

M. B. R., MINNEAPOLIS. 


ANSWER: Ninety per cent of such 
cases are caused by short shoes, 10 per 
cent by the extraordinary girth of the 
ankle. There is a limited amount of 
space between the heel and toe of a shoe, 
and when a shoe is “short” the length 
of the foot forces the shoe to stretch so 
that the top of the counter digs into the 
tendon causing sufficient pressure to 
create callous flesh or lumps. Also, 
when the flesh around the ankle is 
“thick” the curve of the counter will 
embed itself into the tendon, and cause 
the same effect. There, again, a little 
longer shoe eliminates the pressure. 

The analyzed cause and suggested 
remedy to this question apply to both 
men’s and women’s shoes. 


QUESTION—Many doctors pre- 
scribe wedges now-a-days and I wonder 
if it actually benefits the foot and cor- 
rects the condition they seek to over- 
come. 

B. What height wedge would you 
recommend for different foot conditions? 

I. J., New Jersey. 


ANSWER: Wedges as a means to 
correct a foot condition is not new. It 
goes back over too long a period to men- 
tion for how long. Wedges are used 
more commonly today than ever before, 
owing to the advanced interest in foot 
correction. 

There is no doubt as to their value 
when properly used and while we are 
convinced that wedges can be used to 
good advantage—we must emphasize 
again our belief (as published in these 
columns previously) that it is the foot 
and not the shoes that need the correc- 
tion. 

Therefore, if wedges of more than 
\% in. are required either at heel or ball 
—they should be placed inside the shoes. 

B. Giving a scale for the height, depth 
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FITTING RULE @ 


A DEPARTMENT FOR 
RETAIL SALESMANSHIP 





Many questions relative to the 
science of expert shoe fitting come 
to the Recorder. A few recently 
received are given, together with 
the reply suggested by an able re- 
tail, shoeman. 

The Recorder welcomes such 
questions, and will endeavor to 
furnish logical and satisfactory 
answers, so far as possible. 

We invite criticism of our solu- 
tions. We do not pretend to in- 
fallibility although we attempt to 
bring to the solution of each prob- 
lem the experience of eighteen 
fairly sucessful years in the shoe 
business. Discussion, criticism and 
suggestions will help as much as 
questions to make The Fitting Rule, 
the Open Forum of the Fitting Stool. 





and length of wedges for general use, 
is not only impractical but dangerous, 
as there are too many and varied con- 
ditions. This knowledge can only be ac- 
guired through practice and experience. 

We can only recommend caution in not 
over correcting the foot too quickly. Use 
less height than the foot actually requires 
and make the correction gradual and 


steady over a period of time. 
J. L. H. 





QUESTION—What is best to tell a 
customer relative to correct posture? 


B. F., SALEM. 
ANSWER: Most foot troubles come 


from an improper use of the feet in 
standing and walking—sometimes an in- 
correct posture is taken because of the 
pressure of an uncomfortable shoe, 
sometimes because of carelessness or 
ignorance. 

In standing, point the feet straight to 
the front and place them from two to 
four inches apart. Support the weight 
on the outside of the feet. Frequently 
remind yourself of this correct position 
while standing by “gripping the floor” 
with all the toes. This exercise lifts the 


long arch and places the whole foot in 
a correct position. Standing for a long 
time in this position is less tiring than 
when the feet are turned out or the 
ankles are allowed to bend in. 


(Courtesy, Metropolitan Life Insurance 
Co. in their booklet “Standing Up To Life’”’). 





QUESTION—For an average size 
shoe store having in mind the comfort- 
able fitting of feet, how many types are 
necessary and with what type of heel? 
We refer to women’s shoes not covered 
by the usual style lasts. 

If possible, state width of toe and 
heel. Should lasts be straight inside 
line? Long inside counters? Can the 
work be done with two lasts in most 
cases? 

A. L. P, MAssacHusetts. 


ANSWER: A consensus of opinion 
from among those who are doing a good 
job in fitting feet for comfort, is that a 
great deal may be accomplished with 
four lasts. 

1. Medium broad toe last with bunion 
provision at ball—wide shank—short 
heel—fit broad square heel 8/8 or 9/8 
heel. 

2. A straight inside line shoe with 
broad toe—wide shank—short heel fit 
broad military heel—10/8 heel. 

3. A medium broad toe last—fairly 
broad shank—short heel—fit 12/8 or 
13/8 heel. 

4. A modern appearing last—fairly 
broad shank—short heel—fit 14/8 broad 
cuban heel. 

All of the shoes referred to are, of 
course, of the oxford type and preferably 
of kid leather. They should also be in 
what is commonly referred to as “Com- 
bination Fitting” shoes, that is—onc 
width narrower than standard measure- 
ments at the instep and two widths nar- 
rower at the heel. 

The question of long counters has al- 
ways been a controversal point—we be- 
lieve a 34 length counter meets with the 
popular approval of most orthopedic 


specialists. 
iL. Bi. 
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September 10 to 15 
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FEATURES OF THE GENUINE 
SILK PROMOTION PROGRAM 


Silk is Fashion-right 
Dress designers here and abroad have styled their most 


inspired creations in genuine silk. Fabric designers have 
developed new textures, new finishes, new patterns. 


industry-wide Cooperation 

Dress Houses, Silk Manufacturers, Fabric Converters, 
Hosiery Makers, Underwear and Negligee Firms, 
Dyers and Finishers...every factor in the production 
and handling of silk is cooperating in this great stimu- 
lating promotion. 


Nation-wide Advertising and Publicity 


‘Tremendous national magazine advertising, publicity, 
editorial, educational effort will make America genuine 
) silk conscious as never before.“It’s not silk, unless it’s 
| genuine silk” tells the story. 


; Store-wide Promotion 


| The Silk Parade is designed for impressive store-wide 
| promotion. All genuine silk products can be linked in 
| a grand scale promotion. 


| Get the Complete Merchandising and 
Promotion Program 


Important and valuable material has been prepared to 
link the Silk Parade to your promotional plans. Mer- 
chandising plans, ideas, newspaper advertising,counter 
and window displays, posters, in addition to a com- 
plete service of constant bulletins on style, fabric fin- 
ishes and other important information. Everything 
that store executives, merchandise men, buyers, ad- 
vertising and display men will find helpful. 


@ Everyone concerned with the production, handling or 
sale of silk is invited to send the memo below. They will be 
placed on the mailing list of the International Silk Guild 
and receive all information—material on the Silk Parade. 
Do it now! Join the Silk Parade. 


4 





MEMOTO D7 weilégnal Sh Guild - . 


250 FIFTH AVENUE, NEW YORK CITY 


Kindly place my name on your mailing list to receive all bulletins, in- 
formation and promotion materials regarding the Silk Parade. 
NAME 














FIRM. POSITION 
STREET. 
CITY. STATE 











When writing advertisers please mention Boot and Shoe Recorder 





July 28, 1934 BC 


-BOOT AND SHOE RECORDER, 


It takes a Cust 
to tell how good 


34 








The Speakers: 
Mr. C. E. Knapp of Knapp Brothers — prominent 


Boston shoe merchants. 


Mr. William F. Hickey, New England Manager of 
John R. Evans & Co. 


Mr. Hickey: “Your catalog certainly interests me, 
Mr. Knapp. Finding RUBY KID featured so gener- 
ally in a successful line like yours is surely gratifying.” 


Mr. Knapp: “We have the best of all possible rea- 
sons for featuring it — self-preservation. After all, 
any business is built on customers’ satisfaction. Since 
the life blood of our retail department is repeat bu- 
siness, our shoes have got to be made of the finest 
materials we can buy. That's why we standardize on 
RUBY KID in all of our black shoes and use so 
much of your brown and blue. We have done this 
ever since we started our special type of shoe retail- 
ing in 1920.” 


Mr. Hickey: “You mean your direct method of dis- 


tribution?” 


Mr. Knapp: “Yes, you might call it personalized 
selling in volume. Instead of waiting for our cus- 
tomers to come to us, we go to them. There are 
thousands of people all over the country who do not 
have the time or inclination to go to a shoe store and 


get properly fitted. To such people our bonded sales- 









4 Wea 
to fit 


men go direct, also 
thousands of these catalogs 


that you are looking at. Our sales pee time. 
people must and do form a quick, friendly specif 
contact. Now isn’t it self-evident that if the first pait J our sI 
they sell is not well above the average in fit, quality Ft kn 
and appearance, our salesmen will never again geta B introc 
chance to sell that customer? So, we've got to estab- - « 
lish customer satisfaction and confidence beyond all #4 4 
question with the first sale, in order to increase our § i, ; | 
sales volume. And it has increased steadily since 1920. "So, y 
Do you see now what I mean by self-presetvation”” B o¢ .,.. 
Mr. Hickey: “I certainly do, and now would you # RUBY 


__ 
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“Mr. Knapp: “Glad to tell you. 
4 We are dealing with from twelve 
to fifteen manufacturers all the 
time. In every case we distinctly 
specify the material going into 


our shoes. You will be interested 


lity to know that in several cases we 
C4 @ introduced the manufacturer to 
tab Bh the advantages of RUBY KID 
all and that he has continued to use 
OU ® it in lines for other retailers. 

~ "So, you see, by the drastic test 
0” Ti of customer satisfaction we dnow 
you RUBY-KID can ‘take it’ like no 


July 28, 







mind telling me how you order 
RUBY KID into your lines?” 


1934 





* 


A THUMB-NAIL HISTORY 
OF KNAPP BROTHERS 


The partnership of Knapp Brothers was 
formed in 1920 in Boston between E. D. 
Knapp and C. E. Knapp, at the present 
address, 184 Summer Street. The business 
rapidly extended throughout New Eng- 
land and then westward as far as the 
Pacific states. Knapp Brothers’ lines in- 
clude business, dress, sport and work 
shoes for men, while women may select 
business, evening and sport styles. Since 
all these shoes are made to order for 
Knapp Brothers, they are not to be ob- 
tained elsewhere. As a part of its policy, 
the firm has maintained a permanent rec- 
ord of every customer’s size and last from 
the first sale in 1920 until today. Prices 
range from $2.95 to $14.00 — among 
which are many highly specialized types 
to meet individual requirements — not 
usually carried in retail stores. 


Ruby Kid really is! 


other kid leather. It does not scuff or peel. It is 


dyed clear through the skin. The natural beauty 


of grain and lustre holds amaz- 
ingly. And it is so durable, 
pliable and mellow that our cus- 
tomers are constantly demanding 
RUBY KID by name. Their 
evident satisfaction is the only 


reason you get our business.” 


Mr. Hickey: “And are we going 


to continue to get it?” 


Mr. Knapp: “Until we find a 
better kid than RUBY. But, 
knowing John R. Evans & Com- 
pany, I think that will be a long 


time in the future.” 
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RETAIL TRADE 
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Trade Association Defined 


“A trade association is a voluntary organization of business men joined 
together for the development of their particular industry. The trade association 
undertakes those activities which may be more economically or effectuall; 
handled than if done by the individual members. 

“Thus a trade association is responsible solely to its membership, and shoul 
operate in accordance with the law. It should have due regard for the rela- 
tionship between its members as well as the relationship between its industry an: 


other industries. 


“The responsibility of its board of directors is not unlike that of trustee: 


of the good name of the association. 


“Membership in an association, and financial contributions are voluntary. 
“Trade associations were in existence before the National Recovery Act an 
have made a large contribution to making self-government in industry a practica!, 


workable thing.” 


NATIONAL RECOVERY ADMINISTRATION. 





Your Working 
Directors 


If you have any problems in re- 
tailing, and you are a paid-up mem- 
ber of the N.S.R.A., you can call 
upon the director in your region for 
advise, counsel and guidance. 


M. A. Mittelman 
c/o Goetz-Mittelman, Inc. 
1148 Woodward Avenue 
Detroit, Mich. 
Herbert Rich 
c/o B. Rich & Sons 
1001 “F” Street, N. W. 
Washington, D. C. 


Jesse Adler 

c/o Adler Shoe Company 

215 W. 125th Street 
New York, N. Y. 
John J. Baird 
c/o A. H. Pitts Shoe Co. 
162 N. High Street 
Columbus, Ohio 
F. E. Ballou 
c/o F. E. Ballou Co. 
Weybosset and Eddy Streets 
Providence, R. I. 
George J. Bunn 
60 E. Main Street 
Salem, Ohio 
Arthur E. Ebbs 
c/o Swope Shoe Co. 
Olive and 10th Streets 
St. Louis, Mo. 

' J. C. Fedler, Jr. 
c/o Boston Shoe Co. 
417 Fourth Avenue 

Louisville, Ky. 





Harry E. Fontius 
c/o Fontius Shoe Co. 
16th and Welton Streets 

Denver, Colo. 


A. H. Geuting 
c/o Geuting’s 
1308 Chestnut Street 
Philadelphia, Pa. 


Otto H. Hassel 
c/o Hassel’s 
50 W. Van Buren Street 
Chicago, Il 
George Hess 
N. B. Hess & Co. 
Baltimore, Md. 
David Hirschler 
c/o Hofheimers 
Norfolk, Va. 

John J. Holden 
3022 Empire State Building 
New York, N. Y. 
Paul A. Jesberg 
c/o Jesberg’s Walk-Over Boot Shop 
716 S. Broadway 
Los Angeles, Calif. 
Melville Kaufman 
c/o Sommers & Kaufman 
San Francisco, Calif. 
Will Knight 
c/o Knight Shoe Co. 
342 Morrison Street 
Portland, Ore. 
Paul O. Kuehn 
120 S. Michigan Avenue 
South Bend, Ind. 
Lee Langston 
Normal Shoe Co. 
c/o Hotel New Yorker 
New York, N. Y. 

H. C. McLaughlin 
c/o Potter Shoe Co. 
18 W. Fifth Street 
Cincinnati, Ohio 





J. Gordon McNeil 
c/o Thayer McNeil Co. 
414 Boylston Street 
Boston, Mass. 


Reuben Metz 
Metz Shoe Co. 

78 W. Washington Street 
Chicago, II. 


R. B. Nay 
1311 Market Street 
Wheeling, W. Va. 


John O’Connor 
c/o O’Connor & Goldberg 
209 S. State Street Chicago, IIl. 


J. H. Roberts 
c/o Stone Shoe Co. 
Cleveland, Ohio 


John J. Slater 
c/o J. & J. Slater 
415 Fifth Avenue New York City, N. Y. 


Roy Stevens 
c/o Stevens Shoe Store 
Ottumwa, Iowa 


Reuben Stiefel 
5346 Cornel Avenue 
Chicago, Ill. 


O. E. Thorp 
c/o Turrell Shoe Co. 
1521 Third Avenue 

Seattle, Wash. 


L. F. Tuffly 
c/o Krupp & Tuffly 
405 Main Street Houston, Tex. 


Harold F. Volk 
c/o Volk Bros. Co. 
1208 Elm Street Dallas, Tex. 


C. E. Williams 
c/o C. E. Williams Shoe Co. 
Sixth and Franklin Avenue 
St. Louis, Mo. 
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RETAILERS ASSOCIATION 


HEADQUARTERS :—3022 Empire State Building, New York 
. JOHN J. HOLDEN, Manager 








The Association at Work 
Doing For You, What You Can't Accomplish 
as an Individual Alone 


OR the past year 

members of the 
National Shoe 
Retailers Associa- 
tion have had a 
National Legislative 
service and a Na- 
tional Code service 
supervisor superior 
even to that ren- 
dered by associa- 
tions which dues 
are many times that 
of the N.S.R.A. 

At Washington 
we fought to allow a longer schedule of 
hours with the needs of the small merchant 
in view, and we accomplished this end. 
You have had a freedom from labor trou- 
ble at retail and the establishment of Na- 
tional Fair Trade practices decidedly ad- 
vantageous to the honest and truthful mer- 
chant. You have had the eternal vigilance 
of an association on the discount clauses. 
A constant check of the 48 legislatures to 
see to it that no adverse class legislation is 
directed against the shoe merchant. You 
will remember your fears and worries of a 
year ago, and we feel that as an association 
we have done much to dispel national 
alarm. We must continue the fight on all 
legislative fronts. 

We have also offered in the past year. 
as well as in the past 23 years, constant 
cooperative services to small shoe retailers. 
We have offered, not only professional 
counsel and guidance, but also a tangible 
benefit—the convention. You may not 
have realized the immense amount of pub- 
licizing necessary to conduct a convention, 
but we have been able, because of our 
advertising abilities, to form adequate 
markets for retailers at each of our conven- 
tion functions. Only at such markets is 


JOHN J. HOLDEN 





"We have organized 
business, but we have 
not organized men" 


Enlist now in the N.S.R.A. 
for the benefits of organized 
purposes > 


the merchant able to select from the vari- 
ous lines offered by manufacturers. 

The immediate picture has also seen 
N.S.R.A. offering news bulletins in studies 
of retail store operations. You all know 
of the benefits we have brought. Now 
let’s look to the present picture. 

Besides holding a service center for use 
of our members, headquarters are open for 
informative dispatches at all times. We 
also offer the research center that at the 
present moment is offering the following 
services: 

Official color card, shoe leathers. 

Styles Reports—Women’s Shoes. 

i‘ = Men’s Shoes. 
_ c Juvenile Shoes. 

National Retail Code of Fair Competi- 

tion. 

Manufacturers’ Boot & Shoe Code with 

relation to retailers. 

If you are a member and have need of 
any of the above services, or desire any 
information at all in regards to shoe and 


‘leather trade, your association will imme- 


diately send you the answers to your 


needs. The present picture is far more 


complete than we have mentioned, but it 
involves primarily, as all present plans do 
—plans for the future. Now let’s look into 
the future. 

In the facing of the coming season, your 
association finds there are a number of 
studies to be made of retail activity. This 


information is entirely at the disposal of 
our members. Such information must 
needs be the result of a direct study of the 
field of shoe retailing, and we are spend- 
ing our present and future moments in the 
compilation of the following material: We 
are studying— 

The pressure of the sales tax. 

The workability of the various codes as 
they stand. 

The benefits of the N. S. R.A. Insurance 
(offers a 25 per cent saving to associa- 
tion members). 

The probability of a survey concerning 
Retail Shoe Store Operations. 

The practicability of professionalizing 
shoe salesmen. 

The possibility of an Association Em- 
ployment Office. 

The problem of returns. 

The significance of the trend toward 
quality merchandising in recent 
months. 

The use of a percentage scale to deter- 
mine allowances on used shoes. 

These are but a few of the problems 

confronting the National Shoe Retailers 
Association. They are but a few of the 
considerations and services that we offer 
to our members. In fact, the N.S.R.A. is 
at all times concerned with all matters 
pertaining to the economic functionings of 
its members. Plans for the future are 
never vague as long as there are definite 
needs. These definite needs are being 
faced by the association for its members. 

You just can’t be a lone operator—bene- 

fit from the strength of the N.S.R.A.! 

Past, Present or Future—your associa- 

tion is at your side. 





ERS ASSOCIATION. 


Voting Member 
Street Address 





APPLICATION FOR MEMBERSHIP 


National Shoe Retailers Association 


3022 EMPIRE STATE BUILDING 
NEW YORK CITY 


I/we apply for membership in the NATIONAL SHOE RETAIL- 


Dues payable in advance $5.00 annually, plus $2.00 for each addi- 
tional store operated in the same or other cities. 











“All Items i in Stock” 


y for Imme- 


Heavy Duty Work Rubber. Black 
Rubber Upper with Sturdy Red 
Rubber Sole and Reinforced Toe 
Cap. In stock also with Black 
Upper and White Sole. Carried 
in Storm and Semi-Storm Styles. 
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First, last and all the time . . . Endicott-Johnson has built a supreme 
Quality meaning into its famous “PARACORD” brand. And now 
... under this name the newest E-] factory, the “SUNRISE” plant 
erected in Johnson City, has produced, stocked and is ready to 
supply retailers everywhere, on an immediate delivery basis, with 
all of their rubber footwear requirements. 

The “PARACORD” brand owes its supremacy to the fact that 
it is made from the finest grades of rubber, by skillful, careful 
craftsmen, and produced in a factory equipped with the most 
modern rubber-making machinery. All of these smashing qualities 
stand right out in the typical examples of this new Endicott- 
Johnson line shown on this page. Here is a profit-making line we 
believe to be unexcelled from the standpoint of perfect balance 
of construction, long-wearing staunchness and assured consumer 
satisfaction. 

The E-J efficient, prompt Instock delivery service enables retail- 
efs to operate with a minimum of inventory, frequent turnover 
and maximum profit. Look over the E-J complete Instock rubber 
footwear line before making your commitments for Fall. 


Men’s Sandals. London Style Toe. 

In stock in Storm Style. Both Alaska Storm Rubber. Cotton Jersey 
types are also carried with British Upper Rubber Reinforced, Rubber 
and Custom Style Toe. These Sole. Carried in stock with London 
rubbers are built for hard service, Style and British Style Toe. 

yet are of moderate weight. 


ENDICOTT-JOHNSON 2: 
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reful Women’s Front Snap Single But- Women’s All Rubber Three Snap 
ton Shoe. Black and Brown Satin Gaiters. Black and Brown Moire 

most Finish Rubber. Fleece Lined. Re- Pattern Rubber. Fleece Lined. 

liti inforced Wing Tip and Back Stay. Available also in Two Snap Style 

A1C1es Carried in Spike and Cuban heel. and with Slide Fastener. Carried 

icott- in stock in all types of heel; Flat, 

College, Cuban and Spike. 


ie we 
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umer 


Men’s All Rubber 4 Buckle Heavy 
Duty Work Arctic. Black Rubber 


etail- Upper, Red Rubber Reinforced 
Bellows. Black Rubber Double 
lover Reinforced Back Stay. Sturdy 


bber Red Rubber Sole. Fleece Lined. 


Women’s Storm Rubber. Lined Men’s Cashmer Heavy 4 Buckle Work 
throughout. Unusually Long Arctic. Cashmer Upper with Heavy 
Wearing, yet light in weight. Duty Red Rubber Sole, Black Rub- 
Carried in stock also in Sandal ber Reinforced. Fleece Lined. 

Style. Both types available in 5 

heights of heel and EEE Last. 
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BETTER SHOES for MONEY 
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With Labor Troubles the World Over— 


prohibitive construction and carrying 
charges which then prevailed. Under 
the Endicott-Johnson system, workers 
were assured of steady employment for 
at least 50 weeks of the year, were 
paid wages which, all factors consid- 
ered, averaged considerably above the 
general levels for the industry, and, 
in addition, shared in the profits of 
the business in prosperous years. 

Mr. Johnson’s homely but ruggedly 
practical philosophy of life played a 
vital part in all of this. It is conceiv- 
able that without his understanding of 
the workers and their problems, and 
without their complete confidence in his 
fair dealing, a system founded upon 
much the same principles might have 
failed. By word of mouth and through 
the printed pages of the Workers’ Mag- 
azine he talked to his people and ad- 
vised them in the safe ways of simple 
living and economical management of 
their own affairs. He helped them fol- 
iow his precepts by providing them 
with wholeseme amusements and means 
of recreation, and assisted them in 
keeping their budgets in balance by 
means of low cost housing and buying 
plans. 


Understands Human Nature 

Mr. Johnson’s own whimsical but 
sanely practical philosophy of life has 
contributed mightily toward smoothing 
the path to a better understanding be- 
tween worker and management in “the 
shoe towns.” He has a keen understand- 
ing of human nature and he appre- 
ciates the fact that even the steadiest 
of workers may get a bit edgewise at 
times. He spoke of this once, and com- 
mented somewhat as follows: 

“When you think that your job is 
the hardest job in the world and begin 
to feel sorry for yourself, remember 
this: If your job was easier, the chances 
are that some other fellow, with less 
ability than you, would be doing it. 
And probably for less money.” 

Like Henry Ford, and other indi- 
vidualists of that stamp, Mr. Johnson 
has strong convictions on various sub- 
jects related to the conduct of his busi- 
ness, and he clings to them very tena- 
ciously. For example, he believes in 
simplifying as much as possible the 
processes of management. He believes 


the average skilled worker ¢ per- 
form his job better with a minifium of 
supervision. He has something that 
amounts to an aversion for rs, 


by whatever name you call them.». Hir- 
ing two or three good men to perform 
a job, and then setting another Man 
to watch them do it is just an economic 
waste, as he sees it. And a costly one 
at that, for the overseer is more than 
likely to put on airs that get the other 
fellows sore and create ill feelings all 
around. One of the factors that con- 
tributes most to the smooth-running 
efficiency of E-J plants, he believes, is 


[CONTINUED FROM PAGE 17] 


"We've always been satisfied with 
a very modest return on capital. 
When the depression hit us, we suf- 
fered, but not to the extent of the 
fellow who saw his profits shooting 
from an inflated high to a deflated 
low. Ours were always healthily low, 
and when they fell a little, we didn't 
die of the shock. It was slightly un- 
comfortable for a short period of 
time, but certainly not fatal." 
—George F. Johnson. 

Recently Endicott-Johnson Corpora- 
tion has restored wages to former 
levels, and restored the medical 
privileges accorded E-J workers with- 
out charge. 








the absence ~f unnecessary supervision. 

The result of it all was that when 
the depression came, the average E-J 
worker was better able to meet it than 
many workers elsewhere, who had 
wasted their substance in expensive liv- 
ing. When other workers were losing 
their homes by the thousands, E-J 
people were able to hold fast to theirs, 
because many of them owned them out- 
right, while others were financed on 
such sound and economical terms (loans 
bearing interest at 3 per cent) that the 
carrying charges, even in a time of 
depression, presented no insuperable 
obstacles. 

Above all, E-J workers held their 
jobs, and while wages had to be re- 
duced and free medical privileges tem- 
porarily withdrawn, ‘te people who 
had learned the ways of thrift were 
still able to balance their budgets and 
live in comparative contentment. 

Even as the workers stood up bravely 
under the onslaught of depression, so 
also did the corporation. 

“We’ve always been satisfied with a 
very modest return on capital,” said 
Mr. Johnson recently. “When the de- 
pression hit us, we suffered, but not to 
the extent of the fellow who saw his 
profits shooting from an inflated high 
to a deflated low. Ours were always 
healthily low, and when they fell a 
little we didn’t die of the shock. It 
was slightly uncomfortable for a short 
period of time, but certainly not fatal.” 

Sometimes the average reader is 
inclined to discount statements of that 
nature, coming from big industrialists. 
There’s an inclination to suspect that 
possibly the balance sheet might tell a 
different story. But in this case, the 
figures speak even more emphatically 
than Mr. Johnson’s statement. Now 
that business is improving, E-J is re- 
storing wages and workers’ welfare ac- 
tivities, and thus giving its employees 
the first benefits of returning pros- 


ity. 
"She report of Endicott-Johnson for 


the six months ending May 24 showed 
a net profit, after provision for income 


tort 


taxes and all charges, of $889,459 
equal, after preferred dividend pay- 
ments, to $1.69 a share on 405,360 com. 
mon shares, against $855,184, or $1.5° 
a common share for the six months 
ending June 30, 1933. Net sales in the 
same period amounted to $26,820,899, 
as compared with $18,765,557. The 
increase in profits amounted to $34,275 
on a sales increase of more than eight 
millions. That statement speaks for 
itself. 

It’s easy enough to discuss these 
things in generalities or to analyze then 
in cold figures, but that doesn’t tel! 
the whole story. On May 1, when Com. 
munists, radicals and the more or less 
pink were parading in protest againsi 
the prevailing industrial order, E-J 
workers turned out to pay spontaneous 
tribute to George F. Johnson as an 
evidence of their admiration of the man 
and their appreciation of his work. 
Thirty thousand people marched in the 
parade with bands, banners and floats. 
It took the procession three hours to 
pass the stand where “George F.” re- 
ceived the greetings of his fellow work- 
ers and loyal friends. The enthusiastic 
good feeling in “the shoe towns” stood 
out in startling contrast to the discon- 
tent and dissatisfaction displayed at 
other May Day demonstrations. 

One factor that prompted it, no doubt, 
was the fact that, following the strong 
improvement in business shown in the 
past year, Endicott-Johnson had re- 
stored previous wages and medicai 
privileges, just as the workers had been 
promised, and as soon as conditions 
warranted. 


Grievances lroned Out 

While “George F.,” in his capacity 
of chairman of the board, is recognized 
as the titular head of Endicott-John- 
son, his son, George W., and his nephew, 
Charles F., also play important roies, 
both in shaping the policies and in 
their administration. 

George W. Johnson is president of 
the corporation. Charles F. is general 
manager. Both started in the works 
before the age of 20 and both are 1..w 
approaching 50. Most of the members 
of the board of directors hold key po- 
sitions in the business. 

There are no unions, either company 
or outside, in “the shoe towns.” George 
F. Johnson doesn’t oppose the principle 
of organized labor. He concedes it may 
be necessary in some places. But he 
says “You can only organize dissatis- 
fied men.” When grievances arise, 
individuals or groups of workers take 
them up with George F., his son or his 
nephew. “If they’re right, they get 
their way. If we’re right, we get ours. 
If both are partly right and both partly 
wrong, we compromise.” 

One way or another, the grievance i: 
ironed out. And “the shoe towns” go 
right ahead making shoes. 
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QUALITY — 


A SELLING SUGGESTION 
Take a pair of men’s shoes bottomed 
with Kistler ‘‘-BENCH BRAND” 
Sole Leather, whereon the “BENCH 
BRAND” mark shows. Place in show 
window SOLES UP in front of card 
reading — BUY MILEAGE. Come in 
and try on our shoes with soles of “The 
Finest American Tannage.” There’s 
miles of wear in every pair 






This chart represents a side 
of leather The part used for 
KISTLER “BENCH BRAND” 
SOLES is about 13% of the 
whole side 





JEPS OUT 








4\ 





if you have had your ear to the ground, significant 
reports of the increasing interest in quality products 
must have impressed you. Trading up, buying better 
goods, is not a lost art. Skimping materials and work- 
manship affords no lasting benefits to anybody. Con- 
sumers may know little of shoemaking and less of 
tanning. They never fail however, to react favorably 
to shoes that wear. 


KISTLER'BENCH BRAND’ 
SOLE LEATHER 


is a BALANCED TANNAGE, producing street, dress, 
sport and heavy-duty shoes with more value than popu- 
lar prices might indicate. When you pick shoes bottomed 
with this leather, its fine reputation adds to your repu- 
tation for intelligent service. Why not capitalize con- 
sumer trading tendencies, by offering shoes bottomed 
with this stock? Don’t pay the penalty of poor sole 
leather. 


It's an advantage in buying to have the names of shoe manufacturers making shoes 
that carry KISTLER “BENCH BRAND” LEATHER SOLES Write us for them 


Lsiler 


LEATHER COMPANY 


FOUNDED .- 1840 


‘BOSTON:MASS: 
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By MAX EPSTEIN 


Chairman Advisory Committee 
Industrial Loan Section 
Federal Reserve Bank of Chicago 


As one of its final measures, the Congress which re- 
cently adjourned enacted the Industrial Loan Amend- 
ment to the Federal Reserve Act, enabling the Federal 
Reserve Banks to make direct loans to industry. This 
is one of the most important of the measures which 
the people of the United States, through their Govern- 
ment, have set up to bring about Recovery through 
healthy expansion of the nation’s business activity. 

In order to assist the Federal Reserve Banks in carry- 
ing out the intent of Congress, an Advisory Board of 
five business men has been appointed for each Reserve 
District. It is the function of this Board of business 
men not only to aid in passing on loan applications, but 
also to act as liaison officers between business and the 
Federal Banks—and to aid in bringing to the attention 
of business the new facilities which have been made 
available. It is in furtherance of this function of ex- 
plaining and making known these new facilities that I, 
as Chairman of the Advisory Board, am speaking to you 
tonight. 

Business, to prosper and expand, requires capital. 
It was the purpose of Congress in setting up this new 
Industrial Loan Section of the Federal Reserve Bank 
that no sound business, with a legitimate need or capi- 
tal, should for any reason fail to obtain adequate fi- 
nancing. That does not mean that we expect to make 
unsound loans. No useful purpose is served in supply- 
ing funds for those businesses which do not have a fair 
chance of success. To help in such cases may actually 
do harm to the community as a whole. But we are de- 
termined that every legitimate capital requirement in 
every sound industry shall be supplied. 

To meet these legitimate capital requirements, the new 
Act provides ample funds. The Federal Reserve Banks 
are authorized to have outstanding loans of this type, 
with maturities up to five years, in an aggregate amount 
not exceeding $280,000,000. Additional loans may be 
made out of funds received through repayment, so that 
the aggregate amount of credit to be extended through 
this agency may be several times as large as the amount 
mentioned. 

I want to make it clear that this Industria] Loan 
Agency is not intended to supplant or to enter into com- 
petition with the banks of the country. The intention 
is rather to create a lending agency which can and will 
supply needed financing in cases where the existing 
banks are for any reason, not in a position to supply 
the funds. It should be remembered that loans by banks 
must be made out of their deposits, and every well man- 
aged bank to be safe must maintain sufficient liquidity 
to protect its depositors’ money. Furthermore, bank 
loans are restricted by law and by the necessities of 
liquidity to short terms. Therefore, it is well under- 
stood by students of our banking methods that our 
present economic situation calls for an agency to aug- 
ment and to supplement the normal functions of com- 
mercial banks. 

The Federal Reserve Board, in a recent official state- 
ment, described the need for this new agency in the 
following words: “The need for this character of loans 
has become increasingly apparent in recent months. 
Many small industrial establishments have suffered 
severe capital losses during the depression and are now 
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short of working capital. A survey made by the Fed- 
eral Reserve Board through the reserve banks and the 
chambers of commerce showed that this condition is 
wide-spread and is not being met by existing facilities. 
Small industries find it difficult at present to obtain 
their requirements of working capital through the capi- 
tal market, while commercial banks and other financial 
institutions, in many cases, are hesitant about under- 
taking on their single responsibility the risks involved 
in making relatively long-time loans for working capital 
purposes.” 

Another thing that I wish to make clear at this time 
is that business men who make use of the loan facilities 
we are providing need have no doubts or fears whatever 
as to government encroachments or interference with 
their business. There is no intention nor desire on the 
part of the Federal Reserve Banks—nor was it the in- 
tention of Congress in passing this amendment—to 
seek the slightest measure of control over business 
through this means. The loans we will make will be 
straight business loans, on the same basis as a loan 
from your local bank; and it is our purpose only to 
be helpful—not in any way to interfere with or en- 
croach upon the free private management and control 
of the business to which loans are made. 

We believe that this new Industrial Loan Section of 
the Federal Reserve Bank is in a position to be particular- 
ly helpful to moderate-sized businesses whose financial 
statements may perhaps not measure up to the necessary 
formulas and rules of the commercial banks, but where 
the character and ability of the management and the 
prospects of the business justify the employment of addi- 
tional working capital. We are in a position to place 
especial emphasis on the character of management, the 
demand for the product, and the general position of the 
industry—without being bound by rule-of-thumb restric- 
tions based on cold financial statements. 

Already a large number of applications have been 
received. We want every sound industry—large or small 
—in the Seventh Federal Reserve District to know of 
this new agency, to give careful consideration to its 
poenenice, and to find out just how we can be of 

elp. It is not necessary, in the first instance, to make 

a formal application for a loan. Simply write to us 
outlining the nature of your problems, and if we be- 
lieve a loan application is justified, we shall be glad to 
tell you how to go about it. Remember that it is our 
definite policy to be friendly, to be cooperative, and to 
be as helpful as we can. 

The headquarters of this new Industrial Loan Agency 
for the Seventh Reserve District is with the Federal 
Reserve Bank of Chicago, and it is known as the Indus- 
trial Loan Section of that bank. As I have already 
stated, there has been appointed an Advisory Commit- 
tee of five business men to aid the bank in this new 
work. The viewpoint of this Advisory Committee is 
that of the industrialist rather than that of the profes- 
sional banker. As Chairman of the Advisory Commit- 
tee, I want the business men of this Federal Reserve 
District to feel that this agency is one that is sympa- 
thetic to their needs—is one that knows their problems 
—and is determined to be of the utmost help consis- 
tent with sound lending principles. I can promise also 
that every application—every request for information 
—will be given the most careful consideration and will 
receive speedy attention. We are here to bring help 
to the business men of the five States in the Seventh 
District—Illinois, Iowa, Wisconsin, Michigan and In- 
diana—and we want you to get acquainted with us and 
help us to help you. 








NEO PED’S 


NEW OPEN TOE 
PADDED SOLE SLIPPER 
ON 


FAIRY 
TWINKLE TOES 





AN EFFECTIVE DISPLAY FOR FALL 


“Open Toes” were the past season’s outstanding 
success in street, beach and Evening wear and 
Fairy Twinkle Toes made it possible for retailers 
to display these sandals effectively and profitably. 
BUT, another “Open Toe” season is just begin- 
ning. Relaxation footwear, such as Neo Ped’s 
new soft sole sandal and also Evening sandals 
are the new “Open Toe” styles for Fall and 
Winter. 


Display these beautiful new styles on Fairy 
Twinkle Toes and increase your sales volume. 


There are two types of Fairy Twinkle Toes . 
the new glossy black with silver nails for “Open 
Toes” in the lighter shades . . . and the delicate 
flesh color form with rose tinted nails for the 
darker tones. 


Move your left over stock of open toe sandals 
now by displaying them attractively on FAIRY 
TWINKLE TOES. 


SHOE FORM CO. 


AUBURN, N. Y. 


Licensed Manufacturing Branches 
United Last Co., Ltd., Montreal, Que. 
Northampton, England Paris, France 
Frankfort, Germany Melbourne, Australia 
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“How nice 





Successful retailers know 
that the inside as well as the 
outside of a shoe must be neat 


and trim in appearance. 


Du Pont Pontan Quarter Lining, 
because of its uniformity and 
practical working qualities, is at- 
tractive in appearance and will 


impress the customer favorably. 


It is furnished in white, gray, fawn 


and other appealing colors. 





QE6.U.S. PAT.OFF 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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VODE 
No. 96 


CHESTNUT 


VODE 
No. 32 





: (Marrona) 
e If you want to If you want to 
reemphasize a stress new 


popular shade 








lighter browns 








BROWN 
AFTERNOON 
SHOES 


They're going to “dress up” this winter, in silk and velvet 
dresses and heavily furred coats, and they'll want more after- 
noon shoes than they’ve wanted in years. 


They'll buy a good many in brown, because brown coats are 
smart, and brown fur is used on every color, they'll buy them 
in kid to wear into spring. 





STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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A Children’s 


Especially designed to provide maximum 
health and comfort for youthful feet, Elam's 
Pre-Welt Shoes offer a merchandising op- 
portunity you cannot afford to overlook. 
The young folks like the ease and attractive 
appearance of Elam's Pre-Welt Shoes . . . 
parents appreciate their durability and 
value. Satisfactory children's shoes win the 
patronage of the entire family. 


The quality of Elam's Pre-Welt Shoes is na- 
tionally known. Featured by leading re- 
tailers, wholesalers, department stores and 
mail order houses. Made with Full Grain 
Retan Soles, Water Resisting, Golden 
Color; Solid Leather Counters; Leather 
Trimmings and Quarter Linings. IN STOCK 
for immediate delivery. 


F. S. ELAM SHOE CO. 


176 NORTH WATER ST., ROCHESTER, N. Y. 
See Our Line at N. Y. Office 
439 Marbridge Bldg. 

M. E. FINNERTY, Sales Manager 


Line That 
Builds Up Lifetime Business 





SLAMS 
Pre Welt Show 


FOR SIZES 2 TO 8 


IN-STOCK 
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Woman Succeeds Selling 
Men's Shoes 


“ A WOMAN can succeed as well as a man as pro- 


prietor of a men’s shoe department,” says Mrs. 
Alice Peterson, owner of Peterson’s Shoe Store at Santa 
Ana, Cal., one of the few women in California in this 
line of business. 

“She can succeed, but she must go at it right. In the 
first place she must observe men’s fashions and sense 
their changes and trends as readily as she does in the 
other half of the world. I know more about men’s 
fashions than most of them know themselves, I dare to 
say. I know well in advance when trousers are going 
to get longer, shorter, wider or narrower. I think I 
observe what every man is wearing who enters the store 
and when he comes the next time I could if called upon 
tell him what he wore the last time he was in. 

“T never take advantage of the fact that I am a woman 
and in business circles expect to be treated as a man 
would be treated. In buying men’s shoes I expect no 
favors that would not be granted to any shoe buyer. 
I expect nothing of my employees that I would not do 
myself. 

“T am on the job the same number of hours and just 
as consistently as a man would be. I do not run off in 
the afternoon to social functions any more than a man 
would do. When I get home at night I want to feel as 
free as a man would feel so I shall be fresh the next 
day. A man does not do a raft of house work in the 
evening. Neither do I. 

“No salesman has ever yet tried to load me up on 
shoes merely because I am a woman but they have sold 
me shoes exactly as they would sell them to a man. 

“T do not make a practice of waiting on men cus- 
tomers but if necessary I do it as naturally as a man 
would do it. 

“T go out after business with all the zeal I can muster, 
and when [ hear of a new organization, like an orchestra, 
I see the leader at once. I outfitted a whole orchestra 
yesterday, not by waiting for them to come to the store 
but by going out after the business. 

“T never miss an opportunity to address any club or 
organization where I am asked on the subject of foot- 
wear, and never miss a style show featuring men’s wear 
any more than women’s wear. In a word, I buy and sell 
men’s shoes as a matter of course in business, just as any 
man would do in the same position.” 

Mrs. Peterson’s books show that she has customers in 
seventy-one different towns and her store is among the 
leaders in her city, good evidence that her philosophy 
is correct. 


Plain Toe Good Seller 


Los ANGELES, CaL.—A -plain toe with no box, Nor- 
wegian calf skin, chiefly in brown, adapted for hiking, 
tramping, and general outdoor activities, is selling well 
for Gibson’s, Inc., Hollywood men’s store. 
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And Now......... 
Kye Appeal 





Z. FITTING For 40 years and more we have made a 
patient and painstaking study of lasts. Called 
by our dealers “the finest fitting line of 
women’s shoes in America”. They know! 


Y. MATERIALS Only quality materials used. You may always 
have implicit confidence in the integrity of 
“Wilbur Coon Shoes.” 


X. EYE APPEAL Fall, 1934, ushers in a new element never 
before existing to this degree in “Wilbur Coon 
Shoes”. Look at the models illustrated here. 
No money or effort has been spared to make 


Style 3087 $4.65 


this new line the most outstanding in every 
respect, with a charming eye appeal that no 


woman can resist. 


Style 3012 $4.50 : 
"Twill pay you, we feel sure, to learn more of 


the “X, Y, and Z” of Wilbur Coon Shoes. 


Why not write today—and mull it 


over later? 
Style 3099 $4.65 


W. B. COON CO., INC. 
37 Canal Street ROCHESTER, N. Y. 


New York City: 520 Marbridge Bldg. Chicago: 506 Security Bldg. 
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peat business. 


This fine line of men’s shoes provides all the 
structural advantages required for meeting the 
needs of practically all customers. It is the 
correct shoe for accomplishing corrective pur- 
poses. 


The large number of merchants now featuring 
this line to promote foot health is in itself a 
tribute to its quality and construction features. 


The “DOCTOR” shoe, as 
your leader, will build re- 
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FRIENDLINESS 


There's a new regime at Hotel LaSalle—a friendly 
“what-can-we-do-for-you" spirit that will make you 
happy here. 


You'll find us cheerfully ready to serve—anxious 
to make you feel at home—determined to win 
your constant friendship! 


Here's a famous hotel, with outstanding facili- 
ties, and yet with warmth and hospitality that evi- 





es 
Patented 
arch construction 
is illustrated above 


Catalog 
sent on request 





SHOE MANUFACTURING 
COMPANY 


RACINE wiscon stn 
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LaSalle 





Street at 


dences our personal interest in you. 
Our rates will please you, too! 


James Louis Smith, Manager 












Madison 





HOTELL»SALLE CHICAGO 











tem. Even the “slow” dealer who has 
to pay the full invoice price does not 
have that “gouged” feeling which pains 
the interest-payer. Why should a man- 
ufacturer want to discard a system 
which his customers favor for a less 
effective one which they dislike? 

And figure it out! A 5 per cent 
discount added on to that $4.75 price 
will usually bring in more “penalty 
money” from the late payer than will 
a 6 per cent interest charge, for it 
takes exactly 10% months for the in- 
terest on $4.75 to amount to 25 cents. 

Indeed the whole discount system is 
fair to all concerned. It gives the 
prompt, honest and efficient merchant 
a deserved advantage over his less 
worthy competitor. Any Code which 
attempts to put the slow payer on the 
same basis as the prompt payer is no 
longer a Code of Fair Competition, 
but of Unfair Competition. 

Now from the retailer’s standpoint. 
Many times over we have heard shoe 
retailers say, “My only profit is my 
discounts.” That is true as gospel. It 
is equally true that very few retailers 
who do not take their discounts ever 
make a profit. Doesn’t that mean 
something? : 





[CONTINUED FROM PAGE 19] 


Those who advocate lower discounts 
cannot deny that the retailer would 
have to revise his mark-up policies 
completely. That is not easy to do, 
for mark-ups are partially arithmetic 
and partially a “thing of the mind.” 
We have for years been trained to 
“think” certain retail prices in connec- 
tion with certain costs. That training 
cannot be changed by a mere wave of 
the hand—or by a paragraph in a 
Code. 

As one buyer said, “I would be com- 
pletely lost if I had to buy shoes on 
a net basis. I would have to look at 
an invoice that said $4.75, but think 
$5.00 in my mind to get my old mark- 
up. No, sir, I just couldn’t do it in- 
telligently.” 

It goes without saying that the great 
mass of retailers from top to bottom 
favor the discount system. The slow 
payer is continually struggling to get 
on a discount basis. He recognizes the 
justice of the discount inducement. 

It also goes without saying that when 
a manufacturer thinks of reducing his 
discount rate, he does so for just one 
reason, to get more money for his 
goods. But in doing so he penalizes 
the wrong man, the prompt paying 





Is the Discount a Reward or a Penalty ? 





dealer, his most highly prized account. 
He does not change the status of the 
slow paying retailer, who is his real 
problem. If he lowers prices while 
lowering discounts he actually favors 
the slow payer, for that man would 
pay less, while the prompt payer would 
pay the same as before. 

Look about you and you will see 
that, in general, the low discount in- 
dustries are the long term industries. 

Does any shoe manufacturer want 
the shoe industry to drift gradually 
onto a long term basis? Then be care- 
ful about reducing discounts, our pres- 
ent effective and just penalty for tak- 
ing a long time to pay. 


New Children's Department 


Peasopy, Mass. — Herman’s Boot 
Shop, No. 5 Main St., is enlarging, put- 
ting in a new children’s department, 
and developing its idea of a family shoe 
store. Harry and Max Herman have 
carried on for 16 years, aiming always 
to get more shoes fitted right, and they 
are now pleased that they can give ex- 
tra attention to the fitting of young- 
sters who soon will be going to schoo! 
again: 
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Perpetual Inventory Assures an Increased Profit 
...and Lowers Your Insurance Cost... 


Recorder Stock Record Cards Supply a Perpetual Inventory 
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Helps you to “buy 
as you sell’? —to 
know whether each 
shoe is paying its 
way with a profit. 
to go light on slow 
movers, to re-size 
frequently on 
wanted styles and 
sizes. 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


MERCHANTS SERVICE DEPARTMENT 
BOOT AND SHOE RECORDER 


DEALERS, CHICAGO AREA: = oe Street, Chicago, Illinois 
( 


) Please send me samples and prices of your Steck 
and Daily Sales Card Record. 


Personal service available on above subjects—also in 
merchandise promotions—at nominal cost. 


When writing advertisers please mention Boot and Shoe Recerder 
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IT LOOKS LIKE A 


@ Beauty, health and foot authorities are 
embodying our sales theme—that of Pointing 
Toes Straight Ahead— in their articles in 
nationally known magazines and newspapers 


The Feet Should Be Pointed Straight Ahead Whether 
One is Sitting or Walking 


Says Viola Paris, in her article in the 
New York Sun, issue of June 13, 1934: 


Tu ERE are a number of procedures, such as exercises and baths, 
that will help to cure or prevent foot ills, but first and foremost 
comes the choice of shoes. 

“One most important point is the matter of size. The arch of 
the shoe should truly support the arch of the foot. Put your 
weight down solidly on your feet when you are trying on new 
shoes to see if the right support is given to the arch. 


“The every-day posture of the feet, as we walk or sit, is also of 
importance to the general health of the feet. The feet should be 
pointed straight ahead, whether one is sitting or walking.” 


Tue idea of pointing toes straight ahead is taking root in more 
and more places, month after month. This important phase 
of foot health is being brought to the attention of millions of 
women in the great national magazines and in daily news- 
papers everywhere. 

Dealers who handle Brownbilt Tread Straight Shoes reap the 
direct benefits of this wide-spread free publicity. Every article 
translates itself into added interest in these shoes with the tread 

! ; 

straight construction. That means increased sales for dealers! Brown bilt 


Write for details of the Tread Straight Franchise ot 
‘3 BDazvEscrcis 
’Shoes™ 
Wes Goes Gowsgewy saint Louis for Women 


Also manufacturers of Brownbilt Tread Straight Shoes for men 
and Buster Brown Tread Straight Shoes for boys and girls 


When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 


What's Doing In the Shoe World 


SATURDAY, JULY 28, 


1934 





READING, PA—The return of the 
good old-days, when the salesmen met 
in friendly competition and surrounded 
the buyers with attention, is hailed. The 
Pomeroy buyers from Wilkes-Barre, 
Harrisburg, Pottsville and Reading met 
at the Abraham Lincoln Hotel in Read- 
ing, Pa. 

In the above picture the buyers are 
seated: G. Marsh, G. C. Murphy, J. 
Calwell and M. Kramer. 

Surrounding them are—left to right 
—Bert Davis of E. P. Reed, Rochester, 
N. Y.; L. Heiner of J. & T. Cousins, 
New York City; M. Horn of Plaut 
Butler, Cincinnati; J. Pinkerton of 
Roth Shoe Company, Cincinnati; T. 
Embry of Curtis, Stephen, Embry, 
Reading, Pa.; R. Doyle of M. A. Pack- 
ard Company, Brockton; C. E. Rouzer 
of Hagerstown Shoe Co., Hagerstown, 
Md.; T. Harrison of Johansen Bros. 
Shoe Co., St. Louis, Mo.; P. Williams 
of Selby Shoe Company, Portsmouth, 
Ohio; D. Brien of Commonwealth Shoe 
Company, Whitman, Mass.; L. Lindsay 
8 Selby Shoe Company, Portsmouth, 

io. 


Shoe Production Declines 


WASHINGTON, D. C.—Production of 
boots, shoes, and slippers, other than 
tubber, in the United States during 
the month of May amounted to 32,818,- 
420 pairs, as compared with 34,151,582 
pairs in April and 32,965,224 pairs in 
May, 1933, according to figures released 
this week by the Bureau of the Census. 


eet in Reading 


Bia & TPS 


DATES TO REMEMBER 


Illinois Shoe Retailers Association Con- 
vention, Lincoln-Douglas Hotel, Quincy, 
| EERO BEE Aug. 19, 20, 
New York State Shoe Retailers’ Annual 
Convention, Hotel Statler, Buffalo, 
Sept. 9, 10, II 
National Industrial Stores Association 
Annual Convention, Wm. Penn Hotel 
Pittsburgh, Pa. Sept. 10, 11, 12 
N.S.R.A. Style Conference, Hotel Astor, 
New York Sept. 24, 25 
Spring (1935) Leather Opening, Hotel 
Astor, New York Sept. 24, 25 
National Shoe Retailers Association An- 
nual Convention (city to be announced 
later) Jan. 6, 7, 8, 9, 1935 
National Seasonal Opening, National 
Boot and Shoe Manufacturers Asso- 
ciation, St, Louis, Mo...Jan. 7, 8 9, 1935 


The production for the months January 
to May, inclusive, this year totaled 
158,233,813 pairs, as compared with 
138,272,939 pairs in the corresponding 
period for 19383. The increase for the 
first five months this year equals 14.4 
per cent. 


Sail and Sale 


Boston, Mass.—Stetson (Boylston 
Street) turned the floor of their win- 
dow into a marine park, rigged up a 
Cape Cod catboat in it, gave it a deck 
load of shoes, and the July sale went 
on, occasionally aided and abetted by 
an east wind from the sea. 


New Society Fad 


DALLAS, TEX.—Texas society girls 
are going in for shoe collections. Shown 
is one of them with her “booty.” 

Shoes to the left of her, shoes to the 
right of her. Shoes from early America 
and shoes from old Russia. A Syrian 
shoe (1,000 pieces in that one; it’s 
made of wood), a Deauville sandal. 
Heel and toe, here they go. Kathryn 
Jester’s shoes—100 of them. 

The two tall ones are Santa Claus 
boots. There are five pairs of Indian 
moccasins friends have sent when they 
were visiting in New Mexico or Ari- 
zona; there are a Cinderella slipper 
and a shoe pin cushion from Gettysburg 
and a fleur-de-lys pair from Boston. 

Miss Jester is holding a Dresden 
type shoe and beyond the cowboy boot 
at right you can glimpse a _ real 
woman’s shoe of brass. Not over six 
inches long, it was once worn by a 
little lady of Korea whose foot had 
been bound. 


Sweet Leather 


GLOVERSVILLE, N. Y.—Honey and 
cream and almond, too, are being newly 
used for dressing glove leather in Glov- 
ersville, N. Y., and there may be an idea 
in this for tanners of shoe leathers. 
Sweet leather, to be sure, sweet to 
smell, and sweet to the touch. Patents 
asked for. Some recall the old Russia 
calf leather that smelled of birch. The 
new leather will have the fragrance of 
almond. 

Honey and cream are among the 
oldest lotions known to the beauticians. 
What’s good for the human skin is 
also good for the bovine skins that are 
made into leather. In fact, a noted 
maker of lotions, of the honey and 
cream sort, cooperated in the develop- 
ment of this new process to dress 
leather so as to make it sweet. 
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MINCREASE 
SALES 


Cut down overhead at No 
Extra Cost 


SELL SLIPPERS 


e 
For Vacation and 
- Home Wear - 
Slippers well displayed 


means Extra Sales 


Ne. 8153—Black Satin Step- 
In, Satin covered heels, leather 
soles, piping to match lin- 
. Colors Black & Blue, 

& Coral, Black & 


No. 5627—Black Crepe Satin 
Bridge Slipper, Pique Vamp, 
Colored ribbon ornament to 
match linings, covered heels, 
chrome leather padded soles. 
Colors Black & Blue, Black & 
Coral, Black & Gold, Black 
& Green. Sizes 3 to 8. 67Y2¢. 


Ne. 8645—Black Satin Cut- 
out Bridge Slipper, Colored 
polka dots match linings, 
Chrome padded sole, Pat. 
heel, faney colored ornament. 
Colors Black & Blue, Black 
& Green, Black & Rose, 
Black & Pink. Sizes 3 to & 

65¢ 


Ne. 8527—Black Satin high 
cut mesh Vamp Slipper, orna- 
ment matches lining, Padded 
sole, covered heels. Black & 
Blue, Black & Green, Black 
& Rose, Black & Pink. Sizes 
3 to 8 65¢ 


We know these to be exceptional 
Values. Order by numbers, same as 
pictured, or samples on request. 


TERMS 5% 10 DAYS 


IEAGLE 








READING, PA. 


SHOE CO. 
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Mi = @6Fall Style Trends as Seen in Boston 


BostoN—A tremendous suit season 
is forecast for women’s fashions for the 
Fall season of 1934, according to Miss 
Mollie F. Hurley, fashion advisor for 
Dunbar Pattern Company. The mate- 
rials of these suits and ensembles in- 
clude colorful classic weaves with inter- 
esting textures such as boucle, treebark, 
and crisp, hairy surfaces. 

“Shoe manufacturers were quick to 
recognize the importance of shoes to 
complement this vogue,” said Miss 
Hurley. “At the recent Boston Fair 
they showed shoes in keeping with this 
British and Scotch influence. A variety 
of patterns such as ghillie ties, kilties, 
monk shoes and broad one-straps, as 
well as classic oxfords, were seen in 
many of the lines. 

“Crushed calf and crushed kid leath- 
ers, service suedes, smooth calf, some 
alligators, as well as fabrics in com- 
bination with leather, were the inter- 
esting materials used in these types of 
shoes. 

The much exploited lower leather 
heel was very much in evidence in this 
group, and the color brown met with 
good acceptance. 

For the more formal midwinter 
season, coat materials will be of the 
sueded, velour and smooth broadcloth 
finishes. 

Due to the fact that the gowns to 
be worn with these coats will continue 
to be styled on the form-fitting lines, 
the so-called glove-fitting shoes are 
gaining in favor. Covered instep types 
that hug the foot, such as high cut ox- 
fords, some approaching the bootie ef- 


1934 


fect, high fronted gore stepins, lighter 
and dressier versions:of the monk and 
other side fastened shoes, as well as 
buckle and tongue effects, were pro- 
moted in this classification. 

More formal leathers such as suede 
and kid were stressed in this category, 
while patent was used extensively for 
trims and combinations. 

Black was the most popular choice in 
the aforementioned types. 

Many of the materials for formal 
and semi-formal gowns are being woven 
with some metallic and cellophane 
threads, producing a scintillating ef- 
fect. Many so-called cocktail shoes were 
being shown, some of these being fash- 
ioned of similar and complementary 
material, such as brown or black satin 
or crepe with silver or gold lines, and 
others were of plain, formal fabrics, 
trimmed with gold or silver kid. 

A revival of the interest in formal 
dining and dancing has been a big in- 
fluence in the demand for exquisite pat- 
terns in evening shoes. The fact that 
the skirts of many of the new evening 
gowns are being slit in two or three 
places focuses more attention on the 
shoe. 

Judging from the showings it was 
very evident that light open evening 
sandals are still in favor, but in some 
lines there was a tendency to close 
them up just a little to insure comfort. 

Evening shoe materials included dye- 
able crepes and satins, gold and silver 
kids, pastel suedes, dyeable gold and 
silver paisley kids, and brocades. 





Whats 
Selling 


Looks for Suede to Lead 


Los ANGELES, CALIF.—Fred White, 
proprietor of the Wolfelt-White Shoe 
Company, exclusive women’s shoe store 
at 2621 Wilshire Boulevard, believes 
suede will lead in early Fall sales in 
his store and suede with the minimum 
of trim has been emphasized in his 
buying. 

Colonial effects he expects to go 
strong and oxfords up to 5-eyelets will 
be shown. 

The dark shades in brown have been 
given preference among browns in all 
leathers and in fabric. In this latter 
material a leather trim has been in- 
sisted upon in all special orders. Gab- 
ardine is practically the only fabric to 
be shown. 

Plain patent leather pumps will be 
given their chance and efforts will be 
made to build up the throat ornament 
sales for these, the pumps to be in 
themselves perfectly plain. 

Navy blue has not been neglected and 
Mr. White expects a smart demand for 
this color. A few jungle greens have 
been thrown in to meet a slight demand 
expected in that color. 

For the dressiest type of street wear, 


Mr. White anticipates a keen demand 
for open shank sandals with closed toes. 
He feels open toe sandals will still have 
the lead for evening wear and he has 
regulated his buying with that fact in 
mind. 


Town Types for Fall 


St. Louis, Mo.—A trend to footwear 
of less romantic type than formerly is 
reported by A. J. Scheu, stylist for 
Johnson-Stephens & Shinkle Shoe Com- 
pany. According to what the dealers 
purchased for Fall, the cocktail sandal 
will be shown, but town types will pre- 
dominate. 

Plenty of open types were ordered, 
but not many open toes, which, Mr. 
Scheu states, have not proved satisfac- 
tory on the whole. Some dealers will 
show open heels, avoiding open toes. 
The low heels represent 75 per cent of 
the strictly style merchandise to be 
shown, in box heels up to %ths. The 
low heel will hold its own in formal 
dress, he predicts. 

Mr. Scheu anticipates that Fall buy- 
ing by consumers will open with smart 
demands on suedes and fabrics, suedes 
to be spent by Sept. 15, giving way to 
the longer run on kids. Crushed leather 
is popular in the individual] lines of 
this manufacturer, and leather heels 
have sold very well in towns for Fall 
showing. 





BOOT AND SHOE RECORDER, July 28, 1934 


WE WANT TO 





CORRECT AN ERROR 


Because Kangaroo footwear is used by champions and 
stars, retailers sometimes say to us, “But Kangaroo is 
just a leather for athletic shoes, isn’t it?” @ Of course 
not! The same unusual qualities of strength and light- 
weight that make it ideal for the athlete, make the finer 
grades of Kangaroo (those grades that have appearance 
value and that take a high, lustrous polish) ideal for men’s 
shoes for both street and evening wear.. @ Department 
stores, East and West, have found it profitable to make 
special features of Kangaroo shoes. Shoe retailers all 


AUSTRALIAN 


KANGAROO SCHOOL BOY (OR GIRL) 


over the country have been pushing Kangaroo for more 
than two years now with a steady increase in volume of 
both sales and profits. @ Get in on the Prosperity Circle : 
Retailers order Kangaroo shoes because they offer a 
novel selling story and because their customers like them, 
manufacturers have put Kangaroo shoes in their styled 
and in-stock lines because retailers and their customers 
demanded them . . . a circle of satisfaction and profit 
in shoes of Kangaroo. 


KANGAROO tanned in AMERICA 


GENUINE KANGAROO © SURPASS LEATHER COMPANY, PHILADELPHIA © RICHARD YOUNG COMPANY, NEW YORK © ZIEGEL EISMAN COMPANY, BOSTON 


When writing advertisers please mention Boot and Shoe Recorder 
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Trade 
Doings 


Favor Aug. 15th Opening 


Fort WortTH, Tex. — According to 
W. A. Harris, manager of Washer’s 
shoe department in Fort Worth, Tex., 
all local shoemen are enthusiastically in 
favor of the August 15 opening for Fall 
shoes, and plan to cooperate. However, 
plans are yet in the formative stage and 
whether there will be a city-wide cam- 
paign among local stores has not been 
decided, according to Mr. Harris. Many 
shoe stores here will have much of 
their stock of Fall shoes in by August 
"1, as is the custom in this section of 
the country. 





Salem Store Looted 


SALBM, OHI0O—Robbers entered the 
Merit Shoe Store, 399 East State St., 
recently and stole $18 from the cash 
register and a quantity of shoes, L. J. 
Kline, manager of the store, reported 
to the police. Entrance to the store 
was effected by breaking a glass in the 
rear door. 





Shoe Repair Code 


NewaRk, N. J.—A state code gov- 
erning the shoe rebuilding trade in 
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New Jersey was signed July 5 by 
Governor Moore at Sea Girt. It was 
presented to him by Acting State Ad- 
ministrator Harry L. Tepper. The 
code became effective July 9. 

The code establishes working hours 
and minimum wages and stipulates 
that the code authority may prescribe, 
after public hearing in each local area, 
at which consumers and others affected 
shall be heard, fair and reasonable 
wholesale and retail minimum prices, 
the price schedules to become effective 
after 85 per cent of the members of 
the industry have agreed on the prices. 

It also provides that the trade shall 
cooperate with the state administrator 
in establishing an advisory council for 
all service trades. 


Consider Six O'Clock Closing 


BurraLo, N. Y.—The Buffalo Shoe 
Retailers’ Association is considering 
adoption of a strictly 6 o’clock closing 
hour policy. The matter was discussed 
at a meeting July 13, and if approved 
at a later meeting a resolution will be 
drafted and submitted to the city coun- 
cil for enactment into an ordinance. 

Robert W. Holmes, elected secretary 
at the last meeting, to succeed Nelson 
Ellsworth, assumed his office at this 
meeting for the first time. Forty new 
members already have been secured in 
the campaign, which is being directed 
by Joseph A. Schaetzer as chairman. 
Harry J. Deters was appointed chair- 
man of a committee to arrange for the 
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association’s outing next month. Un- 
der-members on the committee are: Ed- 
ward J. Schellerman, William E. Gold- 
back and Michael Santercole. 





Attack "Pedler" Problem 


CHEYENNE, Wyo.—The latest move in 
the determined campaign of Cheyenne 
merchants in the “pedler” problem in 
silk hosiery and shoes is a new city 
ordinance, passed a few days ago, 
which declares all soliciting in homes, 
public buildings and offices, except by 
request or invitation, a “nuisance,” 
punishable as a misdemeanor. Fines 
established are $25 to $100. It is also 
made an offense to attempt to obtain 
an invitation by personal solicitation, 
or the promise of a demonstration, pe- 
cuniary benefit, advantage, or gift. 

The new ordinance repeals an old 
one under which in the first half of 
1934 several hundred canvassers were 
sent out of town by the police. The 
former ordinance required all direct- 
sellers to take out a license costing 
$100 per quarter. Local concerns were 
specifically exempted from this by a 
clause which specified that individuals 
and concerns paying taxes to the city 
of Cheyenne had only to take out a 
residence permit costing nothing. 

A concern operating in the field of 
house-to-house sale of silk hosiery got 
around the old ordinance through the 
device of maintaining a stock in Chey- 
enne on which it paid taxes. 











You Repeat Your Profits with 
“America’s Finest Comfort Shoes” 



























































RIGHT AND LEFT 
EXTRA FING QUALITY PATTERNS TO ASSURE 
PIG LEATHER INSOLE en 
CELASTK TOE BOX SPECIAL CONSTRUCTED 
FOUND ONLY GENUINE PIG LEATHER 
IN HIGHGRADE COUNTER 
FOOTWEAR 
e 
hosiery. 
SCIENTIFIC SEWED 
HEEL SEAT 
SEE wn VENTILATED NEW SPRING 100% NAIL-LESS HEEL 
"ASSURES COMPLETE FOUR AR VENTS GIVE AND ELASTICITY SEAT, NO NAILS TO 
VENTILATION CIRCULATION TO EVERY STEP PUNCTURE FOOT 




















The RIGHT FEATURE shoe which has undergone the acid test of 
several years manufacture will produce REPEAT PROFITS for you. 
"cushion" 
Send for our Catalog of 


Nu-Matics with their patented, scientific, 
features are virtually non-competitive. 
Men's and Women's Shoes, 


Beware of Imitations 





Ke ‘<oltt “Un Matic 


CUSHIONED SHOES 





“nail-less” 


and 








ROHN SHOE MFG. CO. |F 
512 W. Florida St., Milwaukee, Wis. i 
. 
' 
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1 
I 
a 
1 
s Name ...... 
; Address .... 


V 239 West 39th St., 


Here's my Dollar—Send me a copy of 


50 FALL PROMOTION 


YOUR FALL SHOE SELLING 
depends on SH OWMANSHIP! 


V Dramatized selling—showmanship—in ads and dis- 
plays, is absolutely necessary to increase customer 
interest and sell more shoes this Fall. 
are 50 good, sound, practical promotion ideas for 
newspaper ads, direct mail, window displays, interior 
displays, contests, style exhibitions—covering men's, 
women's, and children's shoes, rubber footwear and 


v In this book 


50 ineAs FoR FALL 
reyes 


WITH 41 ILLUSTRATIONS 
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New York City 


IDEAS 
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[A] The Saddle Insole has become an important feature 
in the construction of several makes of arch support shoes. 








Pi ER See. 


[8] The use of the “Down to the Wood” principle in last 
design has contributed materially to the effectiveness of 
=m this feature. The last is grooved so that the insole saddle eR oa RY om 
~~ fits perfectly into the recessed section of the last. sleet 
[¢] By the use of this method the saddle fits closer and 

more snugly to the foot and gives added support. Unless 

this method is used the saddle has to be skived so thin 

in order to preserve the lines of the last that it is of no 

practical value in the shoe. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 


re 




















ll il eh ee i ed 


Children's Footwear 


hl il i eile el i 





MBS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Soles. ..0-3 
intermediates ....... 1-5 
Flexible Hard Soles. .2-8 
Bend for In-Stock 
Catalog 





mrs. oars IDEAL BABY 
Leeust St. Danvers, Mass. 
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QUICK PROFIT ITEM - “90: 


SIMPLEX SHOE TREES ey yy) 


SELF ADJUSTING 


A Gentle Squeeze 
Inserts 0 Removes ove womne 
in ese 


snot TREE § CO. 
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Women's Shoes 
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KUSH-IN-EZE 


HAND TURNED 


FOOTWEAR 
IN STOCK 
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No. 156 Blark 
Kid $2.35 


~_—- 


No. 202 oa 
Kid $2.1 





SEND FOR CATALOG 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS, 
(Division of L. B. Evans’ Son Co.) 


K€ KEKE KEKE 


¥ 
v 
v 
v 











A Correction 


In the advertisement of The Eagle 
Shoe Co. which appeared on page 47 
of the Boot AND SHOE RECORDER for 
July 14, the price for items No. 8645, 
a black satin bridge slipper, and item 
8527, a mesh vamp slipper, were given 
as 55c. per pair. This was a typo- 
graphical error. The correct price for 


each number should have been 65c. per 
pair. 
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School for Shoe Fitters 








A school to train shoe clerks in the 
essentials of fitting shoes correctly is 
being conducted by the Dr. Hiss Foot 
Clinic in Los Angeles. The school is 
attracting considerable attention as 
one of the first attempts to train shoe 
fitters intelligently for their task. Fit- 
ters receive licenses on completion of 
the course. 

Dr. John Martin Hiss, who himsclf 
lectures in the school, declared that the 


system grew out of demands on the 
part of hundreds of his own patients 
for fitters who were trained and 
licensed. Feet are divided into five 
classes and fourteen types. The system 
takes into account all the variations >f 
the normal foot and the peculiarities 
of the abnormal foot with which every 
shoe fitter comes into contact in his 
daily work. 





Whats _. 
Selling 


Green Accessories 


Green accessories, especially when 
worn with golden and brownish beiges, 
are very significant in Paris, according 
to news just received from abroad by 
the Color Fashion Bureau. The Com- 
tesse R. de Monjoy was seen at the 
races during the Grande Semaine 
wearing with her yellow-beige ensemble 
a bottle-green felt beret with a wide 
spray of green aigrettes. She also 
wore green shoes and carried a green 
bag. 

Another very beautifully dressed 
woman wore a brownish beige Vionnet 
dress with a jade-green velvet scarf 
and a green felt hat to match. This 
same woman was seen two days later 
in a Vionnet coat with slightly puffed 
short sleeves in dark-green taffeta and 
a large dark-green hat to match. 

From London we hear that much 
green, is being worked into the new 
tweeds, and some very handsome dark- 
green leather sports jackets have been 
designed to go with them. Beatrice 
Dawson, the bag manufacturer, has 
made some beautiful dark-green suede 
handbags and suede-trimmed belts to go 
with these ensembles which will be 
seen this Fall in the exclusive shops 
in New York. 





Open Mesh Popular 


Los ANGELES, CALIF.—The exclusive 
shop operated by the Wetherby-Kayser 
Shoe Company in the Ambassador 
Hotel here has had a big run since the 
hot weather set in on an open mesh 
shoe in white, brown and white, and 





blue and white selling at $10.95. 

The beauty of this shoe lies in the 
up and down stripes, the combination 
color scheme selling the best for this 
reason. The shoe is a three-eyelet tie 
with narrow leather trim and leather 
front stay. The heel is 18-8 and scuf- 
fless. 


Store 
Changes 


Kotz Bros. Purchase 
Chicago Store 


Cuicaco, ILu.—Kotz Brothers have 
purchased the Frank Schmidt & Son 
shoe store located at 3248 Lincoln Av- 
nue, Chicago, this location being in the 
active Belmont-Lincoln shopping <(iis- 
trict. They are featuring shoes for the 
entire family. 

The store is modern and one of the 
most attractive in that district. 

J. H. Kotz, older of the two brothers, 
had a ten year association with Felt- 
man & Curme up to 1931, thereafter 
operating a number of stores in Chi- 
cago. D. B. Kotz operated a shoe store 
in Evanston, suburb, for six year: 
until 1931 and since has been with 
Charles A. Stevens fine shoe dep:t- 
ment. The experience of both is an 
excellent omen for their success in this 
new venture, in the Lincoln-Belmont 
shopping area. 





Purchases Bucyrus, Ohio, Store 


Bucyrus, OH10—Clark Crall has pur- 
chased the Smith Shoe Store at 10! 
North Sandusky Ave. from Howard 
Hause. Mr. Crall will specialize in 4 
medium priced line of footwear for the 
entire family. 
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General Shoe Corporation 
Dedicates New Plant 


NASHVILLE, TENN. — The General 
Shoe Corporation of Nashville dedica- 
ted a modern new factory building on 
June 30 at Tullahoma, Tenn., in 
a two-day home-coming celebration put 
on by the town of Tullahoma to mark 
the advent of the company to their 
town. 

In holiday style the town was decked 
out in flags and gala dress as thousands 
of townspeople and visitors gathered at 
the new factory building to hear ad- 
dresses by J. F. Jarman, chairman of 
the board of the General Shoe Corpora- 
tion and other officers of the corpora- 
tion. 

The building, just recently erected by 
the town of Tullahoma, is a fine ex- 
ample of modern factory construction, 
providing a maximum of light and air 
for each foot of floor space on each 
floor. The factory is two stories high 
and has approximately 36,000 feet of 
floor space devoted to the most highly 
developed methods of manufacture of 
men’s shoes. 

The ceremonies dedicating the build- 
ing were followed by a fine parade 
through the streets of Tullahoma to the 
Municipal Park, where addresses were 
made by Governor Hill McAlister of 
Tennessee, U.S. Senators Bachman and 
McKellar of Tennessee and local Civic 
leaders. The dedication and home- 
coming drew many thousands of native 
sons of Tullahoma from out of town 
and from as far as the West Coast. 
~The Gener’:! Shoe Corporation expects 
to occupy the factory in the near future 
and to step the production of the plant 
to capacity as soon as is convenient. 
The oNicers of the company expressed 


‘pleasure in being able to locate in 


Tullahoma, which provides ideal work- 
ing conditions. Tullahoma, situated in 
the foothills of the Cumberland Moun- 
tains, is 1070 feet above sea level and 
has the benefit of fine water and pure 
air. 

The new plant completes a trio of 
factories operated by the General Shoe 
Corporation in Tennessee, the main 
factory being in Nashville with another 
subsidiary factory at Gallatin, Tenn 





Commercial Factors Directors 


NEw YorkK—Johnfritz Achelis, presi- 
dent of Commercial Factors Corpora- 
tion, announces that James Gould, 
James Hallinan and Walter L. Weil, 
have been elected directors and mem- 
bers of the Executive Committee, ef- 
fective July 1, 1934. 


Selby to Open New Office 


PORTSMOUTH, OHIO—Selby Shoe 
Company will open their new execu- 
tive office in the Bush Terminal Tower 
Building in New York City, August 1. 
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and fussy about THEIR SHOES 


Multiply these girls by thousands and they represent the great 
army of American business women who have found it necessary 
to select shoes which combine good-looks, good-fit, comfort and 
durability at a moderate price. 


For twenty years Robinson-Bynon have specialized in just 
such footwear—conscientiously made and backed by friendly 
service. 


These shoes will help you gain and hold the business of hun- 
dreds of women. And you'll enjoy our way of doing’ business, 
because we are just folks. 

AUBURN 


ROBINSON-BYNON SHOE CO. new york 


5026—Topay—Black Crushed Beaver 
5026-1—Topay—Brown Crushed Beaver 

16/8 Leather Cuban Heel 
AAA-C 





TRUE STEP 


Shoes for Women €| $4.00 and $5.00 





10M Last 


ARCH SHOE 
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Riding Boots 
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JUSTIN BOOTS 
Famous Since 1879 


A COMPLETE LINE OF STYLES IN 
STOCK AND CUSTOM MADE 


Riding, Cowboy and Lace Boots 
~ Write for Catalog X 
H. J. JUSTIN & SONS, Inc. 
FORT WORTH, TEXAS 
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Dancing Shoes and Taps 
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About People 


Fleischer Shoe Store 
Holds Outing 


CANTON, OHIO— Personnel of the 
Fleischer Shoe Store, Market Ave., N., 
held their annual outing at Meyers 
Lake Park, here, Thursday, July 12. 
Baseball, contests and other outdoor 
sports, a picnic dinner and dancing 
featured the evening program. Em- 
ployees, executives and their families 
attended, making a party of 35. 





On Trip to Mexico 


SALT LAKE City, UTaH.—J. P. Schil- 
ler, manager of the Thom McAn store, 
122 South Main Street, is on a two 
weeks’ vacation, having left July 2 
for Long Beach, Cal., and going from 
there to Mexico. He is touring by 


automobile and expects to return July 
16. 





GEORGE KING 


Who was elected Regional Vice-President for 

the state of Oregon at the recent conven- 

tion of Pacific Northwest Shoe Retailers 

held at Seattle. Mr. King's home town being 
Salem, Ore. 





The Third Generation 


Boston, Mass.—George Brown of the 
United Shoe Machinery Corp. is the 
third of the family to hold membership 
in the Boston Chamber of Commerce, 
being preceded by his father, Edwin P. 
Brown, and his grandfather, George W. 
Brown, both of the United Shoe Ma- 
chinery Corp. 


Whats New 


Dew on Golf Shoes 


Boston, MAss.—The early morn 
when the dew is on the grass may be 
the best time for playing golf, but it’s 
the worst time for golf shoes, for the 
dew on the grass, being pure, uncon- 
taminated water, will sop into leather 
quickly unless the leather is of the dew- 
proof sort that is treated to resist dew 
as well as ordinary water. 

Dew on the grass is probably harder 
on leather than is the slush water of 
snowstorms, which previously has had 
the record for wrecking leather. 





Patents on Bottoms 


Boston, Mass.—The Marmen Shoe 
Co. is bottoming shoes by a new method, 
patented. The shoes are Littleway 
lasted and Littleway stitched, and into 
the insole a pad is set to cushion the 
tread. The outsole is of the 9 iron 
class, like that used in fine turn shoes. 
The forepart of the shoe is extra flexi- 
ble, as well as cushioned. The counter, 
of leather, is molded to the secure heel 
grip. These shoes are made in fine 
styles for street and dress wear. 
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George Smitley Recollects 


Tacoma, WASH.—Recalling old shoe 
days, George A. Smithley, new Mayor 
of Tacoma, who has his hands full of 
the waterfront strike these days, 
paused to be congratulated on his 
birthday this week by his many friends. 
He celebrated his 62nd anniversary, 
Sunday, July 8, with friends and fam- 
ily. As an old shoe man, the Mayor 
had recently addressed a large con- 
vention of shoe men in Seattle, speaking 
of his fondness for the shoe trade, his 
days on the road, and his amusing ex- 
periences trying to convince the world 
that “.... Brand Shoes Are Better.” 
Unpacking his sample trunks for the 
first time, he could not get the overflow 
back in again, and had to ship many 
pairs of shoes to a friend in the shoe 
business in Spokane. Those were the 
merry days, said the mayor, and ad- 
vised the shoe men to stick to their 
last, and not try to be chief executive 
of a seaport municipality when there 
is a hectic strike situation on hand. 





Tent of Leather 


A tent of leather treated to make it 
waterproof, and boots of leather treated 
to resist sharp blades of grass (they 
cut like a knife) are among the equip- 
ment of a group of explorers on their 
way from Boston to the interior of 
Africa. 





Parade of Fashions 


SEATTLE, WASH. — Leading shoe 
stores will participate in a_ special 
“Parade of Fashions” with live models 
exemplifying the newest Autumn foot- 
wear, which will be the principal fea- 
ture of the Washington State Conven- 
tion of Uniformed Marching Units, or 
gayly costumed drill teams, to be held 
along a line of march in downtown 
Seattle, from Sept. 1 to Sept. 3. Capt. 
George H. Hurst, secretary of the 
Seattle Drill Team Association, under 
whose auspices the convention will be 
held, hopes to make the parade of 
fashions the greatest spectacle of its 
kind ever witnessed in this country. 





Informative Displays 


Los ANGELES, CAL.—In spite of the 
seeming general knowledge of the pur- 
poses of the so-called health shoe, 
Grover C. Ellis, manager of the Dr. A. 
Reed store, finds that it must still be 
merchandised “with explanations.” 

Therefore, he uses a display showing 
his brand in various manufacturing 
stages. He shows customers an 
18EEE sole, complete with cushion and 
support, a cross section of a shoe and 
another turned away to show various 
parts clearly. This display is said to 
have sold more comfort shoes than all 
the sales talks combined. A clear and 
concise explanation goes with each 
showing of the exhibit, conducted on 
pillows which bear out the “cushion” 
idea. 





1934 














| shoe 
Mayor 
ull of 
days, 
1 his 
iends. 
rsary, 
fam- 
Mayor 
con- 
aking 
e, his 
ig ex- 
world 
tter.” 
r the 
rflow 
many 
shoe 
e the 
1 ad- 
their 
utive 
there 


ke it 
cated 
(they 
quip- 
their 
r of 





Collections Improve 


WASHINGTON, D. C.— Accounts re- 
ceivable of department stores were paid 
at a somewhat higher rate in May than 
in April this year, the collection per- 
centages being 43.6 per cent on open 
accounts and 17.5 per cent on install- 
ment accounts for the month of May as 
compared with 41.6 per cent and 17.3 
per cent, respectively for the preceding 
month, according to C. T. Murchison, 
Director of the Bureau of Foreign and 
Domestic Commerce. Accounts receiva- 
ble for the first five months of this year 
were paid at a much higher rate than 
for the corresponding period of 1933. 

These data on retail collection condi- 
tions are based on the credit operations 
of a representative group of about 400 
department stores reporting on open 
accounts and over 250 reporting on 
installment accounts. The monthly re- 
views of the various Federal Reserve 
banks, in most cases, carry this type of 
information in detailed form. 

In arriving at collection percentages, 
collections made during a given month 
were divided by the total of outstand- 
ing balances (as of the first of the 
month) for each type of account. A 
computation based on figures of firms 
participating indicates a sample well 
distributed throughout the 12 districts 
of the Federal Reserve System. Fig- 
ures for the first five months of 1934 
on both open and installment credit ac- 
counts appear below: 


Ratio of Collection to Accounts Receivable 
Open account 
(Percent) 
About 400 92 stores 


stores report-_ reporting in 
ing to Federal Retail Credit 


Reserve Board, Survey, 
1934 1933 
January .... 42.4 37.8 
February . 39.3 35.5 
March ...... 42.7 32.8 
| re 41.6 36.0 
MRA x56 0:0:4-0 43.6 38.1 


Installment account 
(Percent) 


Over 250 
stores report- 76 stores 
ing to Federal reporting in 
Reserve Board Retail Credit 
1934 Survey, 1933 


January (1). 16.4 15.0 
February ... 15.8 15.0 
March ...... 18.3 14.5 
131) | re 17.3 15.8 
PEON 5a: 850:6:5:0: 17.5 16.2 


(1) Includes only 11 districts as fig- 
ures were not available for New York 
district for this month. 

This is the second of a series of state- 
ments on the collectibility of accounts 
receivable of department stores, and is 
one of a group of indicators of retail 
operations started by the Department 
of Commerce to maintain a current 
analysis of the movement of goods into 
consumers’ hands. This series will 
serve, in part, as a current supplement 
to the Retail Credit Surveys of this 
bureau which are to be conducted here- 
after on a yearly basis (instead of a 





semi-annual basis as in the past). 
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A wire mesh, embedded 
in the very base, holds 
nail heads firmly, and 
makes edges permanently 
tight at all times. 











Wearing thickness is about 
double that of the ordi- 
nary heel. 












The concave shape, plus 
the wide bearing of the 
nail anchorage, assures a 
permanently snug fit. 
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HEELS 


Panco Sta-Tite is vastly more than 
just a good looking heel. Beneath 
its well-designed and finished sur- 
face is an exclusive feature of 
construction which makes it fit 
snugly to the heel base at all times 
—gives it nearly double the wear- 
ing thickness of ordinary heels. 


Here is a heel with features you 
can talk about—that helps sell 
shoes. Specify Panco Sta-Tites— 
they cost the manufacturer no 
more than any good quality heel. 


PANTHER PANCO CO. 


CHELSEA, MASS. 
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Men's Shoes 
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EAST WEYMOUTH. MASS. U.S.A. 
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Play Shoes 
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CAMP MOCCASINS 


Genuine Hand Sewn 
No. 1 Men’s Plain...... $1.60 
No. 2 Men’s With Sole.. 1.85 
No. 8 Boys With Sole .. 1.65 






COLT-CROMWELL Co. 


ste 1239 Broadway, N.Y.C. 








MONDL’S “PLA-SANDAL” 
Women and Crowing Cirls 
UCO PROCESS, NO STAPLES 
Made over Brouwer’s Research Last No. 8. 
Popular Price Hygienic Health Shee. 
Porous leather used. 
IN-STOCK 
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New York Travelers Hold Outing 


New York—Members of the Boot 
and Shoe Travelers’ Association of 
New York held a successful and enjoy- 
able outing July 19 at Glenwood Land- 
ing, Long Island, with more than 125 
members in attendance. It was the 
first outing the association has held 
since 1923, and the shoe men were so 
enthusiastic over the revival of this old 
custom that they are determined to 
have a similar gathering every year 
from now on. The outings of the New 
York Travelers were famous in the old 
days, and many of the old-timers who 
had journeyed to College Point in years 
past declared it a great idea to drop 
business and get together again. 

The weather being favorable, most of 
the boys preferred to drive to the shore 
in their own cars, with the result that 
one bus was ample to take care of those 
leaving from the Marbridge Building. 
There was only one interruption during 
the trip. George Dyer insisted that the 
bus stop so he could gather a bouquet of 
buttercups to present to Lou Hart. 

The shoe boys arrived at Karat- 
sonyi’s Hotel in time for beeksteak 
luncheon at noon, but the committee 
was obliged to resort to the use of base- 
ball bats to get the crowd away from 
the bar. Charlie Havranck was pre- 
sented with a mint julep for his success 
in herding the bunch into the dining 
room. 

In the afternoon there was golf at 
the Engineers’ Country Club at Roslyn, 
and other games and sports for those 
who cared to participate. At 6 o’clock 
a bountiful shore dinner was served, 
after which Mort Seaman presented 
prizes to the golf winners. 

J. Lyons of Lyons & Co., shoe finders, 
won the first prize, consisting of the 
Boot AND SHOE RECORDER cup, presented 
to the association by Everit B. Terhune, 
president of this publication. Lyons 
finished with a low gross of 88, handi- 
cap of 18, low net, 75. He thus becomes 
the first holder of the trophy, which 
will remain in his possession for one 
year, to be played for again at next 
year’s outing. 

Jack Rogers took second prize, a 
dozen golf balls presented by D. S. Mc- 


Donald, of the Marbridge Building. 
His score was 91 gross, handicap 14, 
77 net. 

Ed Brown, of Shoe and Leather Re- 
porter, captured third prize, a pair of 
golf shoes presented by E. T. Wright & 
Co. Gross 107, handicap 30, net 77. 

T. Callahan of Altman’s won the 
fourth prize, another dozen golf balls, 
also presented by Mr. McDonald. As 
the second, third and fourth prize win- 
ners tied for their net scores in the 
tournament, the play-off was a putting 
contest between Rogers, Brown and 
Callahan, and they finished in the order 
named. 

Conversation among the golfers cen- 
tered around that No. 11 hole of 105 
yards which fooled everyone and the 
tough “dog leg” hole, No. 8. Larry 
Horan is still looking for the 8% 
pounds he lost, and John Holden fin- 
ished up looking like he had partici- 
pated in a wrestling match. Callahan 
could be spotted a half mile off in his 
indigo blue shirt. Manny Tobias claims 
it was the finest course he ever 
played and added something under his 
breath. Jim Baker planned to take a 
short cut on No. 8, “the dog leg,” and 
shoot one over the trees. He wasted 
five shots to get out of the woods 
and finally used 13 strokes to land. 

Sam Schwartz finished in the first 
foursome and was all primed to an- 
other round. “Fatty” Donovan was 
looking for a bicycle at the 9th hole. 
Tom England’s gray locks turned 
golden under the rays of good Old Sol, 
which were blazing down at 92. 

Mort Seaman, with Jake Abowitz, 
were among the last foursome, Mort 
scanning the course for deserters. 

Larry Sass, former president of the 
association, was called upon for a 
speech after the dinner and gave one 
of his characteristic inspiring talks, in 
which he spoke of the accomplishments 
of the association and its possibilities 
for the future. The Travelers gave 
three rousing cheers for Charlie 
Havranck, the efficient and energetic 
secretary of the association, and Mort 
Seaman, chairman of the committee, 
for their untiring efforts. 





Official photograph of New York Shoe Travelers Association members, gathered at Glenwood Landing, L. I., for their first outing 
since 1923. Many arrived later, total attendance being over 125. 
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Finds Two Price Policy 
Practical 


“I think we have completely disproved the theory 
that a small shoe store, to be successful, must establish 
itself in one definite price range,” says Ed Busch of the 
Economy Shoe Store, 212 West Fourth Street, Santa 
Ana, Cal. 

“Here we have a medium-price line of shoes ($5 and 
$6) known the country over, and we have a line selling 
from $2.95 to $3.95 with an occasional bargain at $1.95. 
I think we are about as successful with one as the other. 
Neither crowd has been driven away by the other, and 
the store has not lost prestige with those needing the 
better shoes nor is it considered ‘too high priced’ by 
those who must in these days buy shoes that cost little. 

“This has been done by advertising the two lines just 
as separately and just as individually as if they were 
sold in two different stores. We never mix up the two 
in our advertising, never! 

“The same thing is true of our displays. Our win- 
dows are made so that displays can be individual and 
they are kept that way. Inside while the shoes are all 
in one room the customer entering instantly recognizes 
the economy section and higher-priced section. This 
does not mean that the low-priced shoes are shoved back 


to the rear of the room, or vice versa. One group has. 


as much chance as the other. The higher-priced group 
is merchandised exactly in keeping with standardized 
methods. 

“I can say more—each group instead of hurting the 
other group has helped it. Understand, however, that 
I am not talking of extremely exclusive shops catering 
only to the wealthy, but to shops like ours as I have 
described it.” 


Rubber Beach Sandals Sell 
Los ANcELES, Cat.—H. D. French, manager of the 
French, Shriner & Urner store at 410 West Sixth Street, 
is finding all rubber beach sandals much in demand. 
The moving-picture colony at Malibu Beach has taken 
to these readily. Greens and tans are leading. 








Leisure Slippers 


[CONTINUED FROM PAGE 15] 


touches in negligees should be very important, follow- 
ing the general interest in metallic trimmings. 

Colors tend to be lighter. There is less interest in 
the deep, dark colors, more interest in the pastels and 
high, intense shades. Black velvet hostess gowns are 
again very strong. 

A new development is the styling of corduroy and 
jersey negligees. Previously these materials were 
limited to the lower price ranges. Now they are being 
shown in the best merchandise. Note that the corduroy 
used is the narrow wale type which is finer and much 
more expensive. This indicates a fashion background 
for smart, rather tailored slippers in kid, suede, fine 
wale corduroy or velvet. 
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BRING THIS KNOWLEDGE 
10 YOUR DESK FREE 
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You who make or sell shoes: Have you ever thought of 
what an important place leather plays in your livelihood? 
So many of you have, that as a result of requests for the 
Series of Pen and Camera Sketches describing the tanning 
of Kid, we prepared last year, we now offer it in book form, 


It is a 16 page book, liberally illustrated, compiled, written 
and rechecked by experts; for the reader who wants a broad 
general knowledge and not technical formulas and details. 


If you were to look elsewhere for this knowledge, you would 
have to piece it together from many sources. Yet it is abso- 
lutely free to any executive or employee of a retail shoe store, 
manufacturer or wholesaler of shoes. We will gladly 
furnish it in quantity, at cost, to Educational 
institutions. Fill out the coupon below, 
or write us on your company 
letterhead, and we will 
mail you your free 
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Men's and Women's 
Slippers 
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The nationally known traveling slipper 
NOW AVAILABLE 


in Celanese Moire—in Black, Maroon, 
Dark Blue, Powder Blue, Forest Green 
and Scarlet. They will increase your 
sales. Order a run of sizes. Price— 
with envelope case........ $1.50 pr. 


SWAN SHOE CO., Inc. 


Manufacturers 


2201 Aisquith St., Baltimore, Maryland 

















New Mathes Branch 


Detroit, MicH.—The Mathes Shoe 
Stores Co. of St. Louis opened their 
eighteenth store at 1420 Woodward 
Avenue under the name of “Reel’s.” 
Ted Miller from Columbus is manager. 
Both the front and interior were re- 
modelled, so that this latest addition 
to the Mathes chain is the best one. 
Business was so good the past two Sat- 
urdays that it was necessary to lock 
the front doors in order to serve the 
trade properly. 

Popular priced women’s shoes are 
handled, the prices being $2.65 and 
$3.50. The Mathes Shoe Stores Co. is 
composed of I. Mathes, president; 
Robert Mathes, vice-president and gen- 
eral manager; and Leonard Mathes, 
secretary and treasurer. 
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Men Like Their Shoe Stores Mannish 


[CONTINUED FROM PAGE 21] 


tions throughout New York and in 
surrounding towns. We have not gone 
to the expense of setting up flitched 
mahogany paneled backgrounds in all 
of our similar men’s situations, but we 
will continue to treat them differently 
than we do the women’s displays. 

“Most of us who think about display 
work in shoe retailing sometimes think 
entirely too much along the line of 
startling colorful displays that literally 
cry out for prospective customer inter- 
est far greater than might be attracted 
to the merchandise that we actually 
want to display. 

“On occasion, we have displayed 
men’s spring sport coats and men’s 
sport suits that are often furnished us 
on a form by the neighboring clothing 
shops. That contribution to our dis- 
play works not only to attract the 
passer-by because it is unusual for a 
shoe store to display apparel, but it 
automatically puts these clothing shops, 
carrying no shoes, working for us by 
recommending their clothing customers 
to us for shoes. 

“The display stands that we use in 
our windows are entirely of glass that 
was cut from larger sheets of glass 
that we had used last season. We 
added to the supply of those sheets 
with salvaged parts of broken window 
glass that most every retail store seems 


to accumulate over a period of years. 
We did not want to repeat the use of 
glass areas supported by stands on 
which we had set the shoes, so we 
called on a metal worker with an idea 
of what he might make to support up- 
right smaller pieces to display the shoes 
and to horizontally attach cross pieces 
to the uprights. 

“On the women’s side, these metal 
clips, which are different than the 
commercialized larger ones available, 
are chromium plate finish and in the 
men’s window we have them of pol- 
ished brass in order that they comple- 
ment the mahogany background in the 
one store and the brown fabric back- 
ground that we are using right now in 
our men’s display windows. None of 
us have ever liked the use of wooden 
stands. 

“One of the most interesting reac- 
tions experienced from this more mas- 
culine shoe display centers in the fact 
that a great many more custom toe 
lasts are selling now than heretofore, 
for we realize that many more of the 
younger and smarter dressers are com- 
ing here. Even the business in the 
corrective type shoes has shown a de- 
cided improvement, although that 
branch of retail business will go most 
anywhere for shoes, provided the right 
kind of shoes and service is furnished.” 





New Trends in 


[CONTINUED 


stores. A wide variety of materials 
is being used, including chromium 
and other metals, glass, which is pre- 
ferred by some shoe merchants and 
display men because it tends to make 
the fixture itself less conspicucus, fo- 
cusing more attention on the shoes, and 
a new material called clearod that re- 
sembles glass but is said to be prac- 
tically unbreakable. Several of the 
fixtures shown in the sketches are of 
this material and information regard- 
ing them can be supplied upon request. 

An ingenious merchant down in Vir- 
ginia, M. R. Lovett, of Harrisonburg, 
has devised some very clever and orig- 
inal display stands out of hickory 
branches, which are bent into the de- 
sired shape, with the bark left on, to 
produce a rustic effect. Mr. Lovett is 
using these stands with much success 
in his windows, and the fact that they 
are so novel and out of the ordinary 
attracts the attention of many people. 

The Neo-classic idea which is an in- 
fluence in the Fall shoe and apparel 
fashions is also a source of inspiration 
for window displays, using classic pil- 
lars, urns and similar decorations. 
Several of these windows have been 


Display Stands 


FROM PAGE 28] 


illustrated in the RECORDER. The im- 
portant thing, however, is not so much 
the particular style of treatment you 
adopt for your windows in the coming 
season, but to make sure that they are 
sufficiently novel and different to at- 
tract the attention of prospective cus- 
tomers, to make them stop and look at 
your shoes. At the same time fixtures 
should help to preserve that balance 
and symmetry which are an essential 
requirement for any effective shoe win- 
dow display. 





To Open Men's Store 


BALTIMORE, Mp.—M. A. Cummins, 
trading as the Cummins’ Guilford 
Shops, will open a shoe shop for men, 
exclusively, at 3828 West Baltimore 
Street, following extensive improve- 
ments. The shop will adjoin his men’s 
furnishing shop at Baltimore and 
Eutaw Streets. Through the opening 
of this shoe shop, Cummins will be in 
a position to render a complete men’s 
wear service. Two lines of men’s 
shoes will be featured, the Friendly 
Five at $5 and John Bright shoes 
for $3. 
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The comfort, durability, and smart appearance 
of footwear, whether for sport or dress, depend 
largely upon the quality of the hidden parts of the 
shoe . . . The fusing qualities of Celastic insure a 
smooth, comfortable toe, free from wrinkles. The 
smart lines of the last are faithfully reproduced 
and maintained in the toe of the finished shoe. 
Celastic Box Toes are now universally used by 


manufacturers in all price fields. . 


UNITED SHOE MACHINERY CORPORATION 


Boston, Massachusetts 


_ 


THE QUALITY BOX TOE 





When writing advertisers please mention Doot and Shoe Recorder 
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ONE WAY TO INCREASE 
YOUR VOLUME OF BUSINESS... USE 
















To Display Your Shoes 


effectively—you must merchandise 


Your Display 
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RECORDER SHOW CARDS and COLORFUL PRICE 
TICKETS DO THIS IN A SOUND, 
CONSTRUCTIVE WAY. 


Samples sent on request 


BOOT AND SHOE 


RECORDER WINDOW DISPLAY CARDS 
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—AND WHAT FITS | 
so ls 
INTO THE 


SUMMER PICTURE 
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Pale green board; design in 
dark green and bright yellow. 


Size: 8” x 14” 


COMPLETE TEXTS 


sent on request 


4 cards—Women’s Shoes 

2 cards—Men’s Shoes 

1 card—Children’s Shoes 

1 card—Hosiery 

6 cards—On_ Store - Service, 
Fitting, Quality, Ete. 

Single Cards: 60¢ each 

Without Text: 35¢ each 


July price ticket — 
same coloring as 
above show card. 


To non-show card sub- 
scribers at prices 
listed below. 








“U” 


Size 144” x 23%” 


1934 
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$795 

















Al 


“F”: Three shad “I": Pale green “G": Lavender and “E”: Lavender ug “oO”; R 
of lavender. design on buff. nn tn > team oot oo 
peach background. board. corn-color board. 


Size 1%” x 2%” 











" 
FEDER 











Attractive Hand Lettered Price Tickets 

IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ $2.00 
WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 
“J”—Polly Clips for tickets: Y% gross $2.25 

(adjustab ilts at any angle) 1 gross $4.00 
«Kr “Spire Carton Tickets: 500 @ $1. 35, 1000 @ $2.25 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 
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DO YOU WANT 
_ SIX TEMES MORE PEOPLE 
TO STOP AT YOUR WINDOW? 


IF INTERESTED, WE WILL TELL YOU HOW! 


MORE SHOES 




























2 in 
. Annual Display Card Service Seleet the Service You Wish— 
| Includes Mail Coupon—See Sales Jump! 
'S EXCLUSIVE FRANCHISE is given with annual card service SERVICE NO. 1—$5.00 monthly: 
- — in an average size town, suburb or city shop- 12 display cards... 6 holders... 
100 blank harmonizing price tickets 
STORE WINDOW BULLETIN, supplies merchandising and 
tana SERVICE NO. 2—$4.00 monthly: 
8 display cards ... 4 holders... 
SPECIAL CARDS, with wording as wanted. 5 100 blank harmonizing price tickets 
wal EXCHANGE OF CARDS: Annual card service subscribers may SERVICE NO. 3—$3.00 monthly: 
exchange any cards received for others of the current month, 6 displa d 2 hold 
whose texts better cover their merchandising program. oo. ees * 7. ** 
50 blank harmonizing price tickets 
PRICE TICKETS: Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but SERVICE NO. 4—$2.25 monthly : 
—_ ues Sprmenising wih the show core ~ yen free, if ~~ 4 display cards ... 2 holders... 
erred to blanks; monizing tickets with prices as wanted, bl izi i i 
” to assure well blended trim, are 35¢ per fifty, additional. 50 blank harmonising _ tickets 
ie ee Rd NOS SIS AE CRA ATS SAIS AS age eee aes ee eer ee ‘ 
os COUPON 
BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 
HOLDERS Please enter our order for the Recorder “Selling 
Oval base — bur- Message,” beginning with July, for card service 
oished gold— NG@isccesccen » for one year, consisting of......... card | 
— three color trim. holders (with the first month’s service), ........ cards ! 
RIM < ciecevee blank tickets each month—OR—......... 
Theis snndenabate IMPRINTED tickets at 35¢ per fifty, additional, for 
which we will pay $....... per year, payable $....... ’ 


holders take any 
size card. They 
if! harmonize with 
s the finest of win- 


DER dow display fix- 
PRD tures. 


: per month. For cash in advance, full year’s service, 
5% discount. Checks from foreign subscribers must 
: be drawn on United States banks, or include exchange. 
(If for any unforeseen reason we wish to discontinue 
service before expiration of order, we agree to pay 
' $1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


RE NORRIE gS ER. EH 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 
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209 So. State St., Chicago, Ill. 


When writing advertisers please mention Boot and Shoe Recorder 
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CLAWIFIED avo WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 






































SALESMEN WANTED 


LINE WANTED 


BUSINESS OPPORTUNITY 








WANTED: Experienced salesman to sell on 
commission line of women’s style arch shoes, 
Compo and Welt construction; retailing at $4.00 
and $5.00. 125 patterns carried in stock. Give 
references. Territories open: Colorado, Okla- 
» Kansas, Arkansas, Mississippi, Tennessee, 
Alabama, Louisiana. THE TILL SHOE COM. 
PANY, Owego, New York. 





Experienced salesmen with established 
trade to cover New York State, Ohio, 
Michigan, Philadelphia and the coal 
mining regions of Pennsylvania with 
a fast-selling line of women’s novelties 
and corrective shoes. Also men’s shoes. 
$1.95, $2.45 and $2.95 retailers. Stock 
proposition. Excellent opportunity for 
the right men. Give references and 
experience. Must own car. Address 
D808, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 











SALESMAN: We have an opening for the 
right man to represent us in one of the most 
productive territories in the country. The terri- 
tory available includes the entire states of 
Illinois and Wisconsin. Our line of ladies’ 
novelty shoes is well known and requires no 
missionary work. Consideration will be given 
only those who give in first letter full details 
as to experiences, lines previously carried and 
references, including several names of dealers 
called upon. BOND SHOE COMPANY, 132 
DUANE STREET, NEW YORK, N. Y. 





WANTED: Resident salesman for Western 
Pennsylvania, Ohio, Illinois, and Michigan. 
Commission only. J. Weiss Shoe Co., Inc., 137 
Duane Street, New York, N. Y. 








FOR RENT 








Shoe business opportunity. For rent, best Meated 
brick building in Wisconsin City of 6000. Steam 
heat. Seventy miles from St. Paul. Has been 
shee store for thirty years. Old stock closed out. 
One former very popular proprietor can be had 
for low salary. Don’t fail to look this up. Address 
D-806, care BOOT AND SHOE RECORDER, 239 
W. 39th STREET, NEW YORK, N. Y. 











HOSIERY AND HAND-BAG space in large 
retail shoe and millinery store. Best loca- 
tion, New Orleans, p-to-date front and 
shelving. Flat rental or percentage basis. 
Write: Phil. A. Schiro, $1015 Canal Street, 
New Orleans, La. 








S HOE line wanted. Living in Los Angeles. 

32 years old. Married. 6 years’ road ex- 
perience. 4 years as manager and buyer for 
family shoe store. Wifl accept good line cover- 
ing Pacific Coast or an opportunity to show 
what I can do in a shoe store. A-1 character. 
Education: 2 years college. Reference. Address 
J. R. L., c/o 546 South Hill St‘, Los Angeles, 
California. 





OLLEGE graduate with sales records in past, 

| now ready to repeat with good line children’s 
stitchdowns. Strong following among New Eng- 
land volume buyers. Insist on drawing account 
against commission. N. Levin, 43 Pearl Street, 
Dorchester, Mass. 








POSITION WANTED 





YOUNG man, assist shoe buyer, moderately 
priced ladies’ novelties. Wholesale experi- 
ence 5 years. Thoroughly capable. Best ref- 
erences. Address D-807, care Boot & Shoe 
aueer, 239 West 39th Street, New York, 
Re 2 





SHOE MAN with profitable merchandising 
knowledge acquired through twenty years 
store management, buying and selling, desires 
new location. in display, cards and ad- 
vertising. Good reference past activities. Ad- 
dress D-809, care Boot & Shoe Recorder, 23 
West 39th Street, New York, N. Y. 








MANUFACTURERS SUPPLIES 








RABBIT SKINS 


White and Colors 
For Slipper Manufacturers. 
Stock on hand for immediate delivery. 
Prices and samples on request. 


NATIONAL FUR DYEING CO. 
820 E. 16th St., Los Angeles, Calif. 

















On New Location 


SPRINGFIELD, Mass.—The W. J. 
Woods Co., handling Bostonian shoes 
here, is operating at its new location 
at 1558 Main Street, formerly occupied 
by the Walk-Over Co. 











Money in Foot Correction— 


BE A TECHNOPEDIST 


Our graduates are building practices of $5000.00 
to $10,000.00 a year in this new and dignified 
profession. Home study course, including equip- 
ment, furnished at low cost. Easy terms. Write 
THE TECHNOPEDIC INSTITUTE 
140 Boylston St. Boston, Mass. 

















MERCHANTS’ NEEDS 








Quality POMPOMS 
for SLIPPERS 


also various kinds for any 
ornamentation. 
Skilled makers . Established 1918 





THE POMPOM SHOP 
337 RIVER ST. HAVERHILL, MASS. 
= ED 











Visits Four Markets 


SaLt LAKE City, UTAH—L. B. Solo- 
mon, buyer, Auerbach’s Shoe Depart- 
ment, Broadway at State, departed 
July 7 for Chicago, Boston, New York 
and St. Louis on a buying trip, expect- 
ing to return within three weeks to 
Salt Lake City. 





Gregory & Read Outing 


LyNN, Mass.—Harry Read, of Greg- 
ory & Read, was a guest at the annual 
outing off the Gregory & Read Mutual 
Benefit Society, which was attended by 
800, and after dinner he said that the 
firm has good orders to keep the shops 
busy for some time to come. 

John Read, Timothy Todd and John 
Harriss, all of the firm, were also 
guests. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. 
$1.25. Whien a box number is desired twelve words should be added for the address. In all other cases each 


word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Ciassified advertising is payable in advance. 
& Advertisements for this page must be in our New York office on Friday of the week preceding publication 





Minimum charge 
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Whats New 


New Welting Style Feature 


BROCKTON, Mass.—Barbour Welting 
Company have taken advantage of the 
Design Registration Bureau of the Tan- 
ners’ Council and have received Reg- 
istry No. 4423 for their new type of 
welting, known as Style CW-2 Chan- 
neled Welt. 

This is the welting which received 
so much attention at the recent Boston 
Show, and carries a bold four to the 
inch impression on the grain side, pro- 
viding an entirely new style note, 
which has apparently met with the ap- 
proval of the designers of men’s shoes. 

Under the terms of the Leather Code, 
Barbour. Welting Company are entitled 
to one year’s protection against the 
copying of this design on welting. 


Gabardine for Fall Shoes 


New York—According to Munroe 
Einstein, president of J. Einstein, Inc., 
Gabardine is among the outstanding 
shoe materials for the Fall season. Mr. 
Einstein says that Gabardine is a shoe 
fabric which, besides being fashion 
right and beautiful, has many practical 
advantages. It can be cleaned with 
any fabric cleaner. It is very durable. 
Mr. Einstein also says Gabardine has 
won the acceptance of stylists because 
it is a perfect complement of Fall cos- 
tumes. 

It is made in five fashionable colors 
—Black, Brown, Blue, Green 76 and 
Burgundy 75. 


Cotton Field Boots 


LYNN, Mass.—A new grade of boots 
has lately been developed here espe- 
cially for cotton pickers in Dixie, and 
these boots are selling to field workers 
in other places. They have stout soles 
which are sewn on by the stitchdown 
process, and the high uppers are of elk 
leather lace fastened. 


Transferred to New York 


Boston—F red L. Ayers, who was at 
the offices of the Brown Co. in Boston 
(he demonstrated Solka at the shoe 
style show has gone over to the New 
York office to develop Solka for hats, 
pocketbooks, gloves and other articles. 
He is a shoemaker by trade. He started 
with Levirs & Sargent in Lynn. 


Allied Kid Dividend 


BostoN—Directors of the Allied Kid 
Company have voted to declare the reg- 
ular quarterly dividend of $1.62% cents 
on the preferred stock of the company, 
payable Aug. 1 to holders of record 
July 28. Dividends on the preferred 
stock have been paid at this rate over 
a period of many years. 


1934 


Willits Business Continues 


Hauirax, Pa.—Following the death 
of William T. Willits, president and 
manager of Willits Shoe Co., which oc- 
curred June 29 in Reading Hospital, 
the business is being continued under 
the management of T. E. Kirkbride, 
assisted by L. H. Spahr. 


Fall Trends in Indianapolis 


INDIANAPOLIS, IND. — Fabrics in 
brown, black and blues will be very 
popular, according to Jack Newcomb, 
buyer of ladies’ and misses’ footwear 
at Block’s department store. 

“The demand for fabrics is very 
good, especially in the higher built shoe 
with six and seven eyelets. Women 
are demanding higher built shoes be- 
cause of the comfort and support,” 
said Newcomb. 

At Marrott’s, brown suedes are very 
popular, and crushed kids in street 
types are in excellent demand. Every 
indication points to a brown Fall in the 
footwear line, according to Harry Sum- 
mers, buyer in the ladies’ section. 

H. E. Talbert, buyer in the men’s de- 
partment at Marrott’s, predicts boarded 
leathers in plain brown to be unusually 
good for the young man and the col- 
lege student. However, he believes 
blacks in wing tips and Blucher styles 
will lead in styles for the more mature 
man. 


Incorporates Business 


DeEtTROIT—Isaac Jacobson, owner of a 
store at 10465 West Jefferson Avenue 
in River Rouge, southern suburb of 
Detroit, has incorporated his business 
as Jacobson’s Quality Shoe Store. 

Mr. Jacobson reports sales in this 
industrial suburb dependent almost en- 
tirely upon price, with styles still a 
secondary factor, despite the fashiona- 
ble Detroit market nearby. However, 
a definite trend toward suedes, in both 
blacks and browns, for Fall, is evident, 
going clear down to the lower price 
ranges. 


Obituary 


William Rawle Brown 


DeETROIT—William Rawle Brown, 57, 
chairman of the Board of D. P. Brown 
and Company, Philadelphia wholesale 
leather house, died at his home at 
Northville, near Detroit, Saturday, 
July 14, suddenly. He was a former 
member of the Philadelphia State As- 
sembly. He moved to Detroit in 1913, 
and was president of the wholesale 
house until last Fall, when he became 
chairman of the board. He is survived 
by his widow, May Marshall Brown; 
one daughter, Mrs. Earle B. Nelson of 
Detroit, and two grand-daughters. 
Burial was held from his home, Arrow- 
head Farm, to Roseland Park Cemetery. 








WANTED TO PURCHASE 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Etc. 

IRVIN RUBIN 

“The House of Jobs”’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








POSTER @ DEUTSCH 
436 Grand St., New York City 


Phone Dry Dock 4-0352 
—BUY FOR CASH— 
entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 








Buyers of Surplus Stocks 


We will buy surplus or entire stecks ef shoes 
from mrnufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 

















Cost of Codes 


WASHINGTON, D. C.—The National 
Recovery Administration has been re- 
quested by the code authority for the 
Boot and Shoe Manufacturing Industry 
to approve both an amendment to its 
code permitting it to set up a Code 
Administrative Budget, as well as an 
itemized budget and the basis of con- 
tribution therefor by members of the 
industry. 

The proposed budget totals $126,000 
for the period from Oct. 13, 1933, to 
Oct. 13, 1934. The basis of contribu- 
tion proposed is as follows: 

Approximately three one-hundredths 
of 1 per cent, the first instalment of 
one-hundredth of 1 per cent being 
based on the gross sales of 1932, and 
subsequent instalments based on the 
gross sales of 1933. 

Notice was given that any criticisms 
concerning either the proposed amend- 
ment or the budget and basis of con- 
tribution must be submitted to Deputy 
Administrator Berry, room 4039, De- 
partment of Commerce Building, here, 
prior to Aug. 2. 

The budget, which is set up on a 
monthly basis, follows: 

Traveling expenses, Code Au- 
thority Committee 

Traveling expenses, staff....... 

Salaries and overhead 

Expense of meetings 

Postage 

Telephone and telegraph........ 

Miscellaneous 

Field investigating 

Traveling expenses, field 

Additional rent, light, etc 

Telephone. and. telegraph,. field 

staff 
Stationery and printing, field 

staff 
Additional office supplies, field 

staff 
Miscellaneous 
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Our Advertisers In This Issue 





Next Week 


AVE you perfected your plans for 
Nation-wide Fall Shoe Opening, 
August |5th? Only two weeks re- 
main in which to round out a pro- 
motion program that will get your 
store in line for early Fall profits 
through this national campaign. 
Week by week, the RECORDER has 
been outlining plans for promotion 
and publicity. Next week we tell the 
part that children's shoes should play 
in National Fall Shoe Opening and 
give practical suggestions and selling 
ideas. 


Are you making the most of your 
opportunity to increase sales volume 
and profits by selling hosiery? Have 
you made adequate preparations 
for Fall hosiery business? Ruth 
Harrington, RECORDER fashion 
writer, describes the Fall hosiery pic- 
ture as she sees it in next week's 
issue, and gives constructive sugges- 
tions for profitable merchandising of 
this important shoe store side line. 


Published by BOOT anp SHOE 
RECORDER PUBLISHING CO. 


239 West 39TH Street, New York City 
EVERIT B. TERHUNE, President 
WILLIAM M. LEBRECHT, Vice-President 
and Treosurer 
Vice-Presidents 

WALTER SCOTT 
_ BERNARD Cc. BOWEN 
ENCE F. DUTTON 
ARTHUR TE D. ANDERSON, Secretary 
Directors 
in addition to the above-named officers 
HUGH M. BOWEN, SAMUEL G. KRIVIT 


Advertising Offices: 
New Yore 
239 W. 39th St. 
Telenhone Pennsylvania 6-1100 
. G. Krivir 





” oo HICAGO 
209 8S. State St. 
Telephone: Wabash 8058 
B. > = EN 


140 feral St. 
Telephone? “Liberty 4460 


Sr. icon 
1627 Locust St. 
Telephone: Garfield 3347 
Houcn M. BowEn 
PHILADELPHIA 
N. W. Guanes 56th and mr iry Sts. 
Telephone: Sherwood 1424 
WALTER Sees 
CINCINNATI 


SUBSCRIPTION RATES 
The subscription price of the Boor & SHom Recornpsr 
is $3.00 for one year, which includes postage in the 
United States and . — Tax in Canada, 
ext: 


FOREIGN 8 ION—The price to all ie 
countries except a is $10.00 per year in- 


ing postage. 
All subscriptions are payable in advance. Single copies 
25 cents 


BOOTS AND SHOES 


AIR-O-PEDIC SHOE CO., Brockton, Mass 

ARNOLD, M. N., SHOE CO., So. Weymouth, Mass 
BROWN SHOE COMPANY, St. Louis, Mo 

CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass 
COLT-CROMWELL CO., INC., New York City 
COON, W. B., CO., Rochester, N. Y. 

EAGLE SHOE CO., Reading, Pa 

ELAM, F. S., SHOE CO., Rochester, N. Y 
ENDICOTT-JOHNSON CORP., Endicott, N. Y 
GILBERT SHOE CO., THE, Thiensville, Wis 

GREEN SHOE MFG. CO., Boston, Mass 

JUSTIN, H. J., & SONS, INC., Fort Worth, Tex 
MONDL MFG. CO., Oshkosh, Wis. 

MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass 
OWENS SHOE CO., Salem, Mass.. At NS viet 
RACINE SHOE MFG. CO., Racine, Wis... 
ROBINSON-BYNON SHOE CO., Auburn, N. Y. 
ROHN SHOE MFG. CO., Milwaukee, Wis 

SWAN SHOE CO., Baltimore, 


“ TUPPER SLIPPER CORP., Brooklyn, N. Y 


TWEEDIE FOOTWEAR CORP., Jefferson City, Mo 
VAUGHAN-TOWLE CO., Wakefield, Mass 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Standard Kid Div., Boston, Mass 

DEWEY & ALMY CHEMICAL CO., Cambridge, Mass 

EINSTEIN, J., INC., New York City 

EVANS, JOHN R., & CO., Camden, N. J 

Bras We Fas Pe sy PRIOR, ©... ow ccc cc ccc ce cs cee tensvseeeen 
GOODYEAR TIRE & RUBBER CO., Akron, O 

HUBSCHMAN, E., & SONS, Philadelphia, Pa 

KISTLER LEATHER CO., Boston, Mass 

Cie Ga ene ® SG OG. Lime, 0... 2.5. ie ee 
OHIO LEATHER CO., Girard, O 

PANTHER-PANCO CO., Chelsea, Mass 

SHAPIRO, SAMUEL, New York City 

SURPASS LEATHER CO., Philadelphia, Pa 

YOUNG, RICHARD, CO., New York City 

ZIEGEL-EISMAN CO., Boston, Mass 


SHOE STORE EQUIPMENT 


GRAND RAPIDS STORE EQUIPMENT CO., Grand Rapids, Mich.................6.. 
SHOE FORM CO., Auburn, N. Y 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


THE POM-POM SHOP, Haverhill, Mass 
UNITED LAST COMPANY, Boston, Mass 
UNITED SHOE MACHINERY CORP., Boston, Mass 


SHOE ACCESSORIES 


SIMPLEX SHOE TREE CO., Chicago, Ill 
WILLIAMS MFG. CO., Portsmouth, O 


MISCELLANEOUS 


HOTEL LA SALLE, Chicago, 

INTERNATIONAL SILK GUILD, New York City 
IRVIN RUBIN, New York City 
KIRSCH-BLACHER CO., INC., New York City 
POSTER & DEUTSCH, New York City 

THE TECHNOPEDIC INSTITUTE, Boston, Mass 
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ITALITY 


134 


GOES BACK TO SCHOOL 


with All the Answers 
to the 


29 
ver 
= | School-Shoe Problem 
60 
47 
52 DEALERS will find Vitality Health Shoes for 
46 ; , 
39 children the perfect answer to their school- 
a shoe needs in a line for the coming term that is 
58 unusually attractive. 
60 
“ Patterns have been carefully selected to satisfy 
48 young tastes, and each includes the famous | df fe iets 
4 “vitality principle” of health construction, espe- y Y Shh i { ¥ rr | 
62 cially safeguarding the growth of the young hs faim 4 wail FAT 
. and active foot. With their all-leather quality GO iit ThAX \ I i Ht it 
56 and expert workmanship, Vitality’s Children’s Hg 
Shoes will stand up to the demand for rigorous 
- service that is imposed by young America hur- 
eae rying off to school. 
3 7 
1-35 Our In-Stock service is ready to supply you on 
a short notice and Vitality’s adequate mark-up 
a insures you a satisfactory profit margin. 
ver VITALITY SHOE COMPANY, St. Louis 
Branch of International Shoe Co. 
5 
3-6 
53 
53 
8 
43 
66 
55 
1-6) 
62 
CHILDREN’S WOMEN’S MEN'S BOYS’ 
Widths and Sizes AAAA to EEE ; AAA to G AtoE 
‘ for all eges Sizes 2to 11 I Sizes 5 to 14 Sizes 1 to 6 
= $2 to $5 $6 and $6.75 1s $5 and $6 $4 and $4.50 
67 
67 
67 
65 Nationally Advertised in VOGUE e LADIES’ HOME JOURNAL e McCALL'S e GOOD HOUSEKEEPING @ PHOTOPLAY 


When writing advertisers please mention Boot and Shoe Recorder 
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“How nice 





they look inside!” 


Successful retailers know 
that the inside as well as the 
outside of a shoe must be neat 


and trim in appearance. 


Du Pont Pontan Quarter Lining, 
because of its uniformity ahd 
practical working qualities, is at- 
tractive in appearance and will 


impress the customer favorably. 


It is furnished in white, gray, fawn 


and other appealing colors. 


NT 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Perpetual Inventory Assures an Increased 
...and Lowers Your Insurance Cost... 


Profit 


Recorder Stock Record Cards Supply a Perpetual Inventory 


oe car 
| BOOT & SHOE 
yes CORDE R 


Helps you to “buy 
as you sell’’—to 
know whether each 
shoe is paying its 
way with a profit, 
to go light on slow 
movers, to re-size 
frequentlyon 
wanted style and 
sizes, 


Do Business More Efficiently by Installing the Recorder Stock Record Card System 


eRe atin cis ew gt pare RTMENT 


HOE REC 


DEALERS, CHICAGO ARE A: 209 So. State Street, wae, A ilinois 


OT Ete ea at 
Personal service available on above subjects—also in 


merchandise promotions—at nominal cost. 


When writing advertisers please mention Boot and Shoe Recorder 
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a 
“Hoch of 


COLONIAL 





PATENT 


The distinctive quality of patent leather is its surface appearance. But in 
Colonial Patent every fiber of the skin is a factor in achieving a superior 
and lasting good looks. From the selection of raw stock on, every operation 
in the production of this patent is carefully and scientifically controlled to 
insure a brilliant good looks supported and maintained by an exceptional 
underlying quality. The natural result is that Colonial not only looks better 


longer in the finished shoe, but feels, wears, and is better. 


COLONIAL PATENT 


COLONIAL TANNING comPpAnAani4d 
BOSTON -MASS- 
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What every merchant should know 








ORE than 20% of all money 
spent in retail stores is spent 

by the families who read The American 
Weekly. They number over five mil- 
lion—over 20% of the nation’s families. 


The merchandise they read about 
in The American Weekly is the mer- 
chandise they want. Feature it and 


they'll BUY all the more of it. 











The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 


circulation. 

In each of 134 cities, it reaches one out of every two families 

In 125 more cities, 40 to 50% of the families 

In an additional 165 cities, 30 to 40% 

In another 173 cities, 20 to 30% 
... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


TH ENN ERICAN 
Paapg nr WEEKLY 


“The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 
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hidden from view — 


yet vitally important 
to the appearance and 
comfort of the shoe. 


THE QUALITY BOX TOE 
WT 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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McNEELY 
No. 


74 


BROWN 


SHOES ARE SELLING FOR FALL— BECAUSE 


IS. 


Early season costumes are selling in the colors that 
demand brown accessories — brown, green, tweed 


mixtures. 


McNEELY No. 74 
SELLING FOR FALL— BECAUSE 


It is a brown decisive enough to be a smart accent 


color, dark enough to harmonize with all browns. 


The quality of the leather has met the test of wear— 
retailers know that reorders will be like the shoes 
of the first delivery, that the texture of the leather 


will be firm, the color uniform. 





MCNEELY DIVISION 


ALLIED KID COMPANY 
Huntingdon and Fairhill Sts., Philadelphia, Pa. 





When writing advertisers please mention Boot and Shoe Recorder 
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Bookkeeping made so simple that a high- 
school boy would have difficulty in making 
errors of entry. if he follows the guide 
written in every-day language. 
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The Most Complete Record 


in the Most Convenient Form 


of Finanees 


CONSISTING OF: 


Cemplete Bookkeeping 
Guide— 

Daily Records— 

Departmental Records— 

Comparative Statement of 
Income— 

Daily Record of Salesmen— 

Comparative Trial Balance— 

Cloth board loose leaf binder. 


81-50 comicte 


Postage Prepaid 


(Oheck with d 1 
Uniess €.0.D. shipment” 
is preferr 


giving you at a glance your net profits over any period 
to date, and any detailed information you may require. 





The 


least entries—the least work — 


the least chanee of confusion or error. 


DAILY— 
WEEKLY— 
MONTHLY 
FIGURES 


Sales 

Sales Compar- 
ison 

Cost of Sales j 


Returns 


USED IN CONJUNCTION WITH OUR STOCK AND DAILY SALES REC. 
cae, i GIVES THE BUSY STORE ACCURATE RECORDS OF EVERY 
A 


ONE SET COVERS TWO YEARS’ REQUIREMENTS OF AVERAGE STORE. 





| 
MAIL THIS TODAY ™——>" 
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MERCHANTS SERVICE DEPARTMENT 
209 South State Street—Chicago, Ill. 


j Receipts 


} Itemized Over- 





NEW GOVERN- 
MENT RULINGS 
DEMAND MORE 
ACCURATE AC- 
COUNTING 
THAN IN THE 
PAST. 


Disbursements 


head 
Net Earnings 





Merchants Service Dept. 
Boot and Shoe Reeorder 
209 South State Street 
Chicago, Ill. 


—Please send me the FINANCIAL RECORD, 
for which find check enclosed for $10.50. 


—=Please send me sample sheets fur inspeetion. 


When writing advertisers please mention Boot and Shoe Recorder 





